USATODAY.com  delivers  breaking  news  updated  24  hours  a  day, 

7  days  a  week.  Experience  the  news  with  USATODAY.com’s  exclusive 
content,  interactive  features  and  informative  graphics  today. 

Exclusive  Content  __1._ 

•  Exclusive  columnists  covering  the  latest  News,  Money,  Sports, 

Life  and  Weather. 

•  Compelling  multi-media  elements,  audio,  video  and  photo  galleries. 

•  Comprehensive  special  event  coverage  -  we  pull  from  our  online, 
print  and  broadcast  resources  to  provide  unparalleled  coverage 
of  special  events. 


Interactivity  ^ 

•  Discussions  with  newsmakers,  experts,  celebrities,  our  reporters 
and  each  other  through  online  chats  and  message  boards. 

•  Up-to-the  minute  scores,  in-game  coverage  and  the  best  in 
animated  fantasy  sports  games. 


read  the  news, 
they  enperience  the  news. 


Informative  C^phlcs 

•  Cutting-edge,  animated  graphics  that  inform  and  entertain. 

And  the  best  measure  of  our  success  -  readers’  response. 
USATODAY.com  is  the  number  1  newspaper  web  site  with  visitors 
staying  an  average  of  23+  minutes  each  visit  according  to 
Nielsen/ZNetRatings.  In  September,  USATODAY.com  had  record 
breaking  traffic  of  more  than  226  million  pageviews.* 

USATODAY.com  provides  users  with  a  window  to  the^world 
all  day,  every  day. , 


*  Pageviews  are  based  on  USATODAY.com’s  internal  log  data. 
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It  s  time  to  take  cars  in  a  new  direction.  Along  a  cleaner,  more  open  road  that  travels  the  outskirts  of  convention.  That's  why  we've  created  the 
Toyota  Hybrid  System,  the  power  inside  our  breakthrough  gas/electric  vehicle,  the  Prius.  Toyota  is  the  first  company  to  mass-produce  a  hybrid 
vehicle,  and  we're  working  to  develop  even  more  advanced  technologies  down  the  road.  Fasten  your  seatbelts.  It's  going  to  be  an  exciting  ride, 
www.toyota.com/ecotoqic  800-GO-TOYOTA  ©2000 
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’CAT  SCRATCH  FEVER  Beio  hopes 

users  will  be  hot  for  :CueCat . i3 

PERFECT  PITCH  Newspaper  Web 

sites  for  the  MP3  generation  . . .  ilO 


those  who’d  rather  spend  their  money 
on  shopping  sites  than  downloading  a 
printed  article. 

There  are  countless  sites  where  a  surfer 
can  find  the  same  information  for  tree 
that  another  site  offers  for  a  fee. 

It’s  unfortunate,  but  a  reality,  that  many 
online  jobs  will  be  axed  because 
the  entrepreneurs  are  chasing  money 
that  just  doesn’t  exist.  The  only  real 
mega-money  bankers  are  —  and  will  be 
—  the  Internet  service  providers. 

DAVE  COLVILLE 
The  News 

Portsmouth,  Hants,  United  Kingdom 


The  boorish  banter  between 
Goss  Graphic  Systems  and 
Hollinger  International  Inc.’s 
Jack  Ferguson  is  getting  old  [“Goss: 

Our  day  will  come,”  Oct.  9,  p.  5; 

“Missing  the  point?”  Oct.  23,  p.  3]. 

They  need  to  spend  less  time  airing 
dirty  laundry  and  more  time  fixing  their 
problems. 

JOE  BOWMAN 

The  Plain  Dealer 
Cleveland 
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SAN  FRANCISCO  FRAY  New  Chron, 
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Flip-flop  Election  Night(mare): 
Presses  start  and  stop  —  a  lot . 7 

On  the  Net  Political  junkies  get 
their  fixes  at  newspaper  Web  sites  .  .8 

Florida  frenzy  Rookies 
weather  100-year  media  storm _ 9 

Scorekeeping  egjp/tipp  Poll 
execs  had  handle  on  election  12 

Leakers  law  Newspapers  key 
to  keeping  the  info  flowing . 14 

Voting  in  Motown  Union 
members  elect  to  OK  contracts  . .  .16 


I  read  Steve  Outing’s  Oct.  25 
column  [“Is  now  the  time  to  start 
charging  for  your  content?”  E&P 
Online ]with  interest.  I  am  fully  aware 
that  Web  investors  need  a  return  on  their 
cyber  dough,  but  even  the  suggested 
“what  the  hell”  prices  would  make  the 
vast  majority  of  surfers  balk. 

What  do  “pay  sites” 
offer  that  free  sites  do 
not?  Dismissing  porn 
sites,  the  answer  is 
nothing.  Most  Web 
content  is  available  via 
the  TV,  the  radio,  or  the 
local  library  —  it’s  all 
rehashed  for  the  Web. 

Specialist  paid-for 
content  for  stockbrokers, 
for  example,  could 
easily  rake  in  the  cash, 
but  the  overriding 
majority  of  Web  users  are 
“ordinary’”  people  — 


WHAT  HAPPENED  TO  EDITOR  d 
Publisher? 

I  just  received  my  first  issue 
of  E&P  after  a  recent  subscription,  and 
your  new  format  stunned  me.  I  hate  it. 

E&P  used  to  look  like  a  magazine  for 
editors  and  reporters.  Your  new  publi¬ 
cation  looks  like  —  ugh! 

—  I  don’t  know  what  it 
looks  like. 

Please,  guys  and  gals, 
talk  to  whomever  is 
responsible  for  the 
magazine’s  new  look 
and  go  back  to  where 
you  were  before.  Newer 
is  not  always  better,  and, 
in  this  case,  it  positively 
stinks! 

(P.S.  I  feel  a  lot  better. 
Thanks.) 

GENO  LAURENZI 

Laurel,  Md. 
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NEWSPEOPLE  A  Hanson  family 

affair  at  The  Birmingham  News  .  .22 

EDITORIAL  SPJ’s  changes  in  awards 
programs  honor  the  profession  . .  .24 

MARKETING  &  SALES  Newspapers 

to  enjoy  Carnival  campaign  . 35 

TECHNOLOGY  Daily  Herald  draws 

on  legacy  of  Frank  Lloyd  Wright  .  .41 

SYNDICATES  “Con  artist”  takes  on  a 

whole  new  meaning  . 43 

HOT  TYPE  The  Best  —  and  Rest  — 
of  the  Press . 45 

"3  0"  Oprah  Winfrey  and  students’ 
vows  of  silence  at  Northwestern  .  .48 


LETTERS 

E&P  welcomes  letters.  Send 
them  via  e-mail  to  letters@ 
editorandpiiblisher.com,  via 
facsimile  to  (646)  654-5370, 
or  via  snail-mail  to  “Letters,” 
Editor  &  Publisher,  770 
Broadway,  New  York,  NY 
10003.  Please  include  name, 
title,  organizational  affilia¬ 
tion,  location,  and  e-maU 
address.  Letters  may  be  edited 
fyr  all  the  usual  reasons. 


50  YEARS  AGO 


NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


again  took  stock  of  their  short¬ 
comings  in  seeking  to  get  a 
greater  share  of  the  national  ad¬ 
vertising  dollar  at  the  fall  ineeting 
of  the  National  Editorial  Associa¬ 
tion  in  Chicago  last  weekend. 


Press,  and  Sun-Telegraph.  And  as 
one  faithful  reader  summed  it  up: 
“I  could  do  without  meat  easier 
than  without  a  newspaper. 


NOV.  18,  1950: 

Pittsburgh  was  without  its  usual 
daily  newspapers  for  nearly  seven 
weeks  because  of  a  strike  of 
mailing-room  employees  at  the 
three  papers,  the  Post-Gazette, 


Classified 


After  42 


Cover  illustration  by  Lon  Busch 


Weekly  newspaper  publishers 


www.edltorandpublisher.com 
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COMTEX  DELIVERS  YOUR  CONTENT  TO  A  GLOBAL  NETWORK  OF  OVER  750  PARTNERS  REACHING  MILLIONS  DAILY. 


C^&EX 

iNews  Network* 
’1 


WWW.CONTEXNEWS.NET 


The  Chrysler  Corp. 

told  magazine 
publishers  last  week 
that  it  would  only 
consider  advertising 
rates  that  remained 
flat  from  the  previous 
year  —  and  newspa¬ 
pers  might  not  be  far 
behind. 

The  automaker 
also  told  the  maga¬ 
zine  publishers  they 
must  consider  lower 
levels  of  page  counts 
for  discounts.  The 
move  comes  as 
Chrysler  attempts  to 
cut  its  costs  after  a 
crushing  third  quarter 
when  its  earnings 
dropped  a  whopping 
78%,  or  $512  mil¬ 
lion.  “Costs  just  have 
to  be  contained,”  said 
a  Chrysler  official. 
From  here  on,  said  a 
spokesman  for  the 
automaker,  “anything 
we  negotiate  will  be 
with  this  policy  in 
mind." 

-  LISA  GRANATSTEIN 


-  ChcBo^n^lobe 
It’s  Bash  in  a  tight  one 


Lessons  aplenty  to  be  learned 
in  the  wake  of  an  Election  Night 
full  of  recalls  and  special  editions 


‘rbrida  tally  in  wee  hours  carries  gwemor 


BY  JOE  STRUPP 
AND  MARK  FITZGERALD 

IT  WAS  CLOSE  TO  3  A.M.  AT  THE  MISSOURI 
Bar  &  Grill  as  Amie  Robbins  and  a  group 
of  co-workers  from  the  St.  Louis  Post- 
Dispatch  nursed  their  drinks  and  breathed 
easy.  Following  the  most  hectic  Election 
Night  in  a  century,  the  newshounds  were  fi¬ 
nally  able  to  relax,  having  just  sent  the  last 
press  run  of  the  evening  (some  200,000 
copies)  on  its  way,  with  the  definitive  head¬ 
line  about  the  presidential  race 
between  Texas  Gov.  George  W. 

Bush  and  Vice  President  Al 
Gore:  “Bush  Wins  a  Thriller.” 

Then  a  cell  phone  rang. 

With  it  came  word  that  previ¬ 
ous  TV  projections  of  Bush  win¬ 
ning  Florida  and  grabbing  the 
victory  were  being  recanted  — 
and  the  Post-Dispatch  headline 
therefore  would  be  wrong.  “We 
were  caught  in  no  mans  land,” 
said  Robbins,  the  paper’s  man¬ 
aging  editor.  “We  had  six  presses  Samples  of  The  Boston  Globe’s  coverage 
running,  and  we  were  just  about  ^  wild-and-crazy  Election  Night 
done  with  the  run,  but  it  was  too  late  to  make  any  sion  were  printer 
more  papers.  I  was  drinking  ginger  ale,  but  turned  bution  points,  a 
to  Pepcid  AC  by  that  time.”  them  were  called 

The  next  day,  the  Post-Dispatch  was  joined  by  The  story  pla; 
dozens  of  other  papers  across  the  country  that  had  merous  other  pi 


Honda  vote  count  .stirs  chaos: 
W^onccdcs,thcnharUnfy 


Honda  tallyinB  stir,  chaos:  U.rc  con«dcs  Ui  Bush,  rcc^ts 


'im  Farrell,  former 
director  of  AP  Ad- 
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send,  has  been  ap¬ 
pointed  executive  vice 
president  of  Seattle- 
based  Mediapassage, 
a  Net-based  system 
for  buying  multi¬ 
market  newspaper 
advertising. 

Farrell,  who  led 
efforts  to  develop  The 
Associated  Press’ 
ad-trafficking  system, 
will  work  with  adver¬ 
tisers  and  agencies  to 
develop  Mediapas- 
sage's  systems  for 
trafficking  print  and 
broadcast  ad  materi¬ 
als.  Mediapassage, 
formerly  known  as 
mediapassage.com, 
has  processed  more 
than  $750  million  in 
print  transactions. 

The  Newspaper 
Association  of  Ameri¬ 
ca  also  has  been 
developing  a  Net- 
based  system,  known 
simply  as  NICC,  that 
may  provide  Media- 
passage  with  stiff 
competition. 

-  JOE  NICHOLSON 


IN  THE  BUCK 


David  Black, 
owner  of  80 
small  dailies  and 
weeklies  in  Canada 
and  the  Pacific 
Northwest,  said 
Thursday  he  has 
reached  an  agree¬ 
ment  in  principle 
to  buy  the  Honolulu 
Star-Bulletin, 
effective  March  15 
of  next  year. 

Black  said  the  sale 
is  contingent  on 
reaching  an  agree¬ 
ment  with  the  Hawaii 
Newspaper  Guild  and 
securing  enough 
newsprint  —  which  is 
in  tight  supply  right 


light  for  Bush  victory  headlines  after  TV  networks 
projected  a  Bush  win  shortly  after  2  a.m.  and  Gore 
phoned  Bush  to  concede.  Although  Gore  eventually 
took  back  his  concession,  it  came  too  late  for  many 
papers  to  pull  back  incorrect  editions. 

Some  papers,  such  as  the  Chicago  Sun-Times,  The 
Hartford  (Conn.)  Courant,  and  The 
News  £5^  Observer  in  Raleigh,  N.C., 
were  able  to  publish  corrected  editions 

after  the  wrong  versions  got  out.  “We  - ^ 

went  with  the  best  information  we  had  ■ 

at  press  time,”  said  N^O  Managing  i  ■^■1 
Editor  Melanie  Sill. 

The  Associated  Press  was  singled  out  a  ■  HI 
for  praise  for  its  pivotal  role  in  prevent-  ’  I 

ing  even  more  misreporting  after  the  ■111  | 
election  by  declining  to  declare  a  Bush  plm, 

victory'  —  despite  the  TV  network  pro-  na.  racoui 
jections.  Carole  L^igh  Hutton,  managing 
editor  of  the  Detroit  Free  Press,  said:  “AP 
was  the  hero  of  the  night  [Tuesday].” 

Several  papers,  including  the  New  York  Post  and 
the  Post-Dispatch,  published  extra  editions  Wednes¬ 
day  afternoon  that  corrected  their  previous  errors. 
“The  presidential  cliffhanger  played  havoc  with  the 
nation’s  media,”  the  Post  story  read. 

At  The  Neiv  York  Times,  which  published  four  edi¬ 
tions  throughout  the  evening,  editors  grappled  wth 
one  misleading  version  that  declared,  “Bush  Ap¬ 
pears  to  Defeat  Gore.”  That  version,  which  ended  up 


in  more  than  100,000  copies,  included  a  story  that 
reported  a  clear  Bush  victory.  “The  button  was 
pushed  on  it  without  all  eyes  being  on  it,”  Managing 
Editor  Bill  Keller  said  about  the  incorrect  report.  “It 
was  really  busy  here.  It  looked  like  Penn  Station  at 
rush  hour.” 

irynflBM  While  most  editors  took  responsibil- 
ity  for  the  incorrect  reports,  many  also 
IMaUI  blamed  the  TV  networks  for  projecting 

- - - winners  based  on  exit-polling  results 

1^1  that  were  obviously  skewed.  Several 

editors  said  newspapers  need  to  be 
^  less  reliant  on  broadcast  projections 
a  ■  ■  in  the  future.  “We  were  paying  too 

■HIlMl^^g  much  attention  to  network  projec- 
■I  ll  II  ^  tions,”  said  Cliff  Teutsch,  The  Hart- 

•HHWtikM  ford  Courant’ s  managing  editor. 
M.y.  Swwte  1  “Maybe  we  focus  on  it  too  much.” 

n'UT' ll  ,  ,  , 

—  -  -  By  Pnday,  major  newspapers  ed¬ 

itorials  were  assessing  the  Florida  ballot  imbroglio. 
Many  recoiled  at  the  prospect  of  a  long  fight  over 
ballot  counting.  The  Washington  Post  used  words 
such  as  “reckless”  and  “poisonous”  to  describe  Dem¬ 
ocratic  Party’  suggestions  the  election  will  be  illegiti¬ 
mate  if  Bush  is  declared  the  winner.  The  Chieago 
Tribune  called  on  the  losing  candidate  to  step  down 
once  Florida’s  recount  is  certified.  The  Miami  Her¬ 
ald,  however,  examined  state  law  and  concluded, 
“This  controversy  deserves  its  day  in  court.”  11 
Reporting  contributed  by  Christopher  Stango 


■eiM  oUwt  I  "HHW 


Election  2000:  A  Web  of  intrigue 


BY  JAMIE  SANTO 

STARTING  ElEC- 
tion  Day,  people 
hit  newspaper 
Web  sites  nationwide  in 
record  numbers. 

As  the  maelstrom 
gathered  over  Florida, 
GoPBI.com  in  Palm 
Beach  County  was  at  its 
heart.  In  droves,  election 
followers  sought  out  the 
Cox  Interactive  Media 
site,  a  partner  with  Cox’s 
The  Palm  Beach  Post  and 
Palm  Beach  Daily  News, 
with  traffic  during  the 
election  up  fivefold,  said 
Dan  Shorter,  general 
manager  of  Cox  Interac¬ 
tive’s  South  Florida  Stu¬ 
dio.  Visitors  could  get 
local  stories,  voice  their 


opinion,  vote  in  polls 
(some  recemng  1,000 
votes  an  hour),  and  even 
e-mail  droll  election 
postcards. 


Columbus  Dispatch’s 
site.  Heavy  traffic  forced 
audience-measuring 
software  to  be  turned  off. 


The  St.  Y| 

Petersburg  I  I 
Times’  site  ®  way 
sported  the  BwC 

Wednesday  I- 

headline,  iaiiHi 

“State  of  Con-  wiwTr 

r  ■  nrr,  It'WHK-l' 

fusion.  Tues- 
day  traffic  set 

a  one-day  _ 

j  GoPBI.co 

record,  sur¬ 
passing  the  last  hurri¬ 
cane  season  by  24%.  By 
2  p.m.  Wednesday,  the 
day’s  traffic  had  tripled 
that  record. 

As  Ohio  polls  closed, 
things  opened  up  at  The 


YIKES! 

I  may  have  voted  lor 

BUCHANAIti 

ItfiUUAI  f  1 


T«:  hmk 

Fi«m:  ;j. 

MJ91J1.10  I 

11/lVSOOO 


GoPBI.com  went  with  e-mail  postcards  from  the  edge 


said  Electronic  Publish¬ 
ing  Editor  Pam  Coff¬ 
man.  “We  had  tons  of 
traffic,  but  unfortunately 
we  have  no  way  of  know¬ 
ing  how  much.” 

At  the  Milwaukee 


Journal  Sentinel! s  site, 
Tuesday  traffic  broke 
the  single-day  record  by 
50%.  The  day  began 

j  with  another 
cte  contest, 
(ijjjKBi  !  a  Green  Bay 
Packers’ over- 
ifiuaiiuaa  ^  time  victory, 
lyijiuikuut  I  Packers  fans 
^  swarmed  the 
n  site,  said 
^  i  Journal In- 
l<l>l  teractive  Vice 
TT  ]  President  and 
Editor  Pat 
Stiegman,  and  that 
spike  “surged  through¬ 
out  the  election  cover¬ 
age  and  led  into  another 
late  night  and  another, 
well,  almost  miraculous 
finish.”  (1 
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E  &  P  NEWS 


BY  CHRISTOPHER  STANGO 

ITH  THE  WORLD’S  EYES  RIVETED  ON  ! 

Florida  last  week,  Desiree  Morel,  a  23-  I 
year-old  rookie  reporter  at  the  Boca  Raton 
News,  was  enjoying  the  limelight.  “This  is  a  big  deal, 

I  and  it’s  so  exciting,”  she  told  .£’£5!/’ during  a  phone  in- 
!  I  terview  from  the  paper’s  bustling  newsroom.  “Be- 

I  i  cause  I’m  new,  I  have  to  defer 
j  j  to  other  reporters  here,  many  of 

I I  whom  are  young,  as  well.” 
i  ‘  Just  six  months  ago.  Morel’s 
j  I  biggest  worry  was  deciding 
j  whom  to  invite  to  her  gradua¬ 
tion  from  the  University  of 

I  Florida  and  what  to  put  on  her 
j  resume.  But  all  of  three  weeks 
I  into  her  first  newspaper  job,  at 
i  the  13,400-circulation  daily  on 
j  Florida’s  Gold  Coast,  the  exhil¬ 
arated  Morel  found  herself 
j  working  her  presidential  cam- 
I  paign  story  in  a  town  swarming 
!  j  with  veteran  reporters. 

I  Morel’s  crash  course  in  polit- 
! !  ical  reporting  is  typical  of  scores  of  Florida  reporters 
j  i  in  the  thick  of  the  media  fren2y.  “For  these  young, 

I I  straight-out-of-school  kids,  this  is  a  real  eye-opener,” 

1 1  said  Darrell  Hofheinz,  associate  managing  editor  of 
I  the  Newi  eight-person  staff.  ‘This  is  the  first  time 
j  they’re  covering  stories  that  are  also  being  covered  by 
!  j  organizations  like  CNN  and  NBC.” 

In  other  newsrooms,  reporters  with  little  or  no  po¬ 
litical  experience  are  being  drafted  to  work  the  elec- 
1  tion  stoiy,  many  with  not  a  day  spent  covering  an 
[ !  election.  “Most  of  the  stuffl  normally  write  is  just  eye- 


candy,  nothing  that’s  going  to  change  anyone’s  life,” 
said  Shannon  Donnelly,  Palm  Beach  Daily  News 
ety  editor.  “I  was  surprised  how  much  help  I  got  by 
contacting  people  I  met  at  cocktail  parties.” 

Miami  Herald  City  Editor  Bob  Radziewicz  said  he’s 
pulled  feature  writers,  and  neighborhood  and  busi¬ 
ness  reporters,  off  their  usual  beats  to  report  whatever 
election  story  pops  up.  He  had 
the  majority  of  his  legion  of 
reporters  working  the  story, 
covering  everything  from  le¬ 
galities  of  the  situation  to 
Electoral  College  procedures. 

Chris  Lavin,  assistant  man¬ 
aging  editor  of  the  St.  Peters¬ 
burg  Times,  compared  the 
story  to  covering  a  Super  Bowl 
that’s  gone  into  overtime  for 
days.  He  and  his  staff  are  “be¬ 
sieged,  fatigued,  and  in¬ 
spired,”  he  said.  “Every  section 
of  the  newspaper  has  found  a 
way  to  write  about  this.”  Sev¬ 
eral  reporters  also  have  taken 
some  of  the  national  media’s  attacks  on  Florida’s  vot¬ 
ing  procedures  personally,  Lavin  added.  He  said  some 
staffers  resent  the  manner  in  which  their  state  is  be¬ 
ing  presented  to  a  national  audience. 

Many  of  the  Sunshine  State  papers  have  been  con¬ 
stantly  updating  Web  sites,  as  well,  when  new  infor¬ 
mation  is  available,  prompting  large  Web  traffic 
boosts  —  up  to  50%  in  some  places.  Michael  Richey, 
managing  editor  of  the  Florida  Times-Union  in  Jack¬ 
sonville,  said  many  his  reporters  have  been  on  TV  and 
on  the  Web  since  election  night.  11 


Majority  of  one  in  Pittsburgh 

‘Tribune-Review’  covers  half  a  campaign 


Conservative  publisher  directs  editors 
to  bury  Gore  presence  in  his  paper 


BY  BRETT  LIEBERMAN 


Washington 

HILE  Al 
Gore  and 
George  W. 
Bush  were  locked  in  one 
of  the  closest  presiden- 
i  I  tial  elections  in  history, 

'  j  readers  of  the  Tribune- 
\  \  Reviews  Pittsburgh 


edition  saw  only  half 
the  campaign. 

Publisher  Richard 
Mellon  Scaife,  an  heir 
!  to  the  Mellon  family 
j  fortune  and  longtime 
I  conservative  activist,  or¬ 
dered  editors  to  remove 
!  photographs  of  the  De¬ 


mocratic  nominee  and  to 
downplay  mentions  of 
Gore  in  Elec¬ 
tion  Day  edi¬ 
tions, 

according  to 
newsroom 
sources. 

Bush  and 
his  campaign 
signs  got 
front-page 
play,  but  no 
Gore  photos 


R.  Mellon  Scaife 

Tribune-Review 
Publishing  Co, 


were  in  the  paper.  A 
Bush  quote  was  moved 
up  to  the  sec¬ 
ond  para¬ 
graph  of  the 
lead  Associat¬ 
ed  Press  story, 
and  a  promi¬ 
nent  Gore 
quote  predict¬ 
ing  victory 
was  eliminat¬ 
ed.  Gore’s  first 
mention 


now  —  by  Nov.  30. 

Black,  54,  de¬ 
clined  to  disclose 
terms  of  the  sale. 
Black,  who  hopes  to 
launch  a  Sunday  edi¬ 
tion  of  the  Star-Bul¬ 
letin,  recently  was 
judged  by  a  court  to 
be  the  lone  qualified 
bidder  for  the  Star- 
Bulletin,  an  afternoon 
paper  that  is  current¬ 
ly  jointly  operated 
with  the  morning 
Honolulu  Advertiser. 

-  JOEL  DAVIS 

AN'UKUSUAl 

PIEAIIAII6AIN 

Very  unusual. 

That’s  how 
nearly  everyone  is 
describing  the  final 
chapter  written  last 
week  in  the  super¬ 
market  tabloid 
Globe’s  coverage  of 
the  JonBenet 
Ramsey  murder. 

Jefferson  County, 
Colo.,  prosecutors 
announced  Nov.  8 
they  reached  a  plea 
bargain  with  Globe 
editor  Craig  Lewis, 

1 1  months  after 
Lewis  was  indicted 
for  criminal  extortion 
and  commercial 
bribery. 

As  part  of  the  deal, 
the  Globe  confessed 
to  wrongdoing  —  but 
not  illegal  wrongdoing 
—  and  donated 
$100,000  to  the  Uni¬ 
versity  of  Colorado 
School  of  Journalism 
and  Mass  Communi¬ 
cation  for  use  in 
teaching  journalism 
ethics. 

The  charges 
stemmed  from  ques¬ 
tionable  news-gather¬ 
ing  techniques  Lewis 
used  while  covering 
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CALENDAR 


NOVEMBER 

1C  17  Media 
lu  If  Conver¬ 
gence  —  Meeting 
the  Challenge: 
ABC  Annual 
Conference, 
Audit  Bureau 
of  Circulations, 
Royal  York  Hotel, 
Toronto 


Kempinski  Hotel, 
Berlin 


DECEMBER 

H  How  to 

Buy  &  Sell 
Web  Ads,  Adweek 
Conferences  and 
the  Laredo  Group, 
Hilton  Los 
Angeles  Airport 
Hotel,  Los  Angeles 


Msna 

Classified 
Advertising 
Managers 
Meeting,  Subur¬ 
ban  Newspapers 
of  America,  Walt 
Disney  World 
Resort  Hilton, 
Orlando,  Fla. 


JANUARY 

yiONAA 

I  II  Newspaper 
Operations 
SuperCon- 
ference.  News¬ 
paper  Association 
of  America, 
Hilton  Walt 
Disney  World, 
Orlando,  Fla. 


M  Content 
Summit 

2000:  The  Real- 
Life  Portal  for  the 
Content  Industry, 
Interactive  Pub¬ 
lishing,  Swissotel 
Zurich,  Zurich, 
Switzerland 


Mmfcp 

Winter 
Conference, 
Midwest  Free 
Community 
Papers,  Embassy 
Suites,  Des 
Moines,  Iowa 


sptimes.com 


For  all  the  news  from  Miami  to  Tallahassee, 
plus  live  weather  reports,  entertainment, 
sports,  market  research,  jobs  and  real  estate, 
just  surf  our  Web  site.  Click  on  sptimes.com, 
a  service  of  the  St.  Petersburg  Times,  and 
you’ll  find  all  the  information  about  Florida 
you  need.  With  one  click  of  your  mouse  we’ll 
have  you  hanging  ten  in  no  time. 


Hjea/nspa 

Fall  Na¬ 
tional  High 
School  Jour¬ 
nalism  Conven¬ 
tion,  Journalism 
Education  Asso¬ 
ciation,  National 
Scholastic  Press 
Association,  Hyatt 
Regency  &  Westin, 
Kansas  City,  Mo. 


MARCH 

15-1/^™* 

Conference, 
Independent 
Free  Papers  of 
America,  Hilton 
Clearw'ater  Beach 
Resort,  Clearwater 
Beach,  Fla. 


NOTE:  To  list 
events,  please 
e-mail  to  calendar 
@editorand 
publisher.com  or 
fax  to  Calendar 
Editor  at  (646) 
654-5370. 


on  OIWAN 

LU  L^Editor 
and  Marketeer 
Conference  and 
Expo,  World 
Association  of 
Newspapers, 


^t.|)eters!bur0 

sptimes.com 


ADDITIONAL  INFORMATION  ABOUT  THESE  AND 
FUTURE  EVENTS  CAN  BE  FOUND  AT 

http://www.editorandpublisher.com/ep 

H0ME/EVENTS/EVENTSHTM/CALENDAR2K.HTM 
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the  Ramsey  murder. 

-  JIM  MOSCOU 

JUDGETOOPEN 
KILIEG'S  FILES 

A  federal  judge 
will  unseal  pros¬ 
ecution  documents 
thought  to  outline  de¬ 
tails  of  the  killing  of  a 
Yosemite  naturalist  by 
a  39-year-old  former 
hotel  handyman. 
Judge  Anthony  Ishii 
agreed  to  unseal  the 
documents,  but  only 
at  the  time  of  con¬ 
fessed  slayer  Cary 
Stayner's  Nov.  30 
sentencing. 

Stayner  pleaded 
guilty  in  September 
to  murdering  and  be¬ 
heading  park  natural¬ 
ist  Joie  Armstrong.  In 
exchange  for  his 
guilty  plea,  he  was 
spared  the  death 
penalty.  He  is  also 
charged  with  killing 
three  other  tourists. 
The  documents  are 
sought  by  The  Associ¬ 
ated  Press,  Ex-In 
Ltd.,  the  Hearst 
Corp.,  Knight  Ridder, 
and  McClatchy  News¬ 
papers.  -  JOEL  DAVIS 

AP  SETTLES 
OVEG CONTENT 

The  Associated 
Press  reported  it 
reached  a  settlement 
with  a  company  for 
unauthorized  use  of 
the  news  agency's 
copyrighted  content. 

The  agreement 
called  for  payment  to 
the  AP  from  tnlighten 
Inc.,  in  Depew,  N.Y., 
near  Buffalo,  which 
sells  display  devices 
to  businesses.  The 
amount  of  the  pay 


comes  in  the  fifth  para-  ders  from  reading  their  |  of  the  parent  Tribune-  tute  ethics  instructor,  | 

graph,  and  his  quotes  larger  crosstown  Review  Publishing  Co.  “An  official  policy  artic-  i 

are  buried.  rival.  —  had  interjected  him-  ulated  by  a  publisher  to 

Scaife’s  action  was  i  Neither  Scaife  nor  top  self  in  the  editorial  deci-  influence  coverage  at 

first  reported  by  the  editors  at  the  newspaper  sion-making  process.  mainstream  dailies  is 

Pittsburgh  Post-Gazette.  returned  telephone  calls  It  is  not  uncommon  still  rare.”  11 

Some  Tribune-Revieu'  for  comment,  but  re-  to  find  cases  of  publish- 

reporters  and  editors  ac-  i  porters  said  it  I  ers’  news  involvement  Lieberman  is  the  Wash- 

knowledged  the  publish-  was  not  the  first  time  j  at  small  dailies  or  week-  ington  reporter  for  The 

er’s  decree;  others  said  the  publisher  —  who  i  lies,  but,  said  Keith  Patriot-News  ofHarris- 

they  learned  of  the  or-  also  serves  as  chairman  Woods,  a  Poynter  Insti-  i  burg,  Pa.  \ 

News  execs  know  own  bad^anl 

To  AN  IMPRESSIVE  DEGREE,  AN  E&P  ADViso-  ;  conducted  by  TIPP,  a  national  polling  firm  in 
ry  board  of  editors  and  publishers  around  the  i  Oradell,  N.J.,  declared  a  state  for  a  candidate.  In 
country  foresaw  the  tightness  of  the  presi-  the  ££^P/TIPP  poll,  301  Electoral  College  votes 
dential  election  electoral  college  race  —  a  full  week  went  to  George  W.  Bush,  237  to  Al  Gore.  As  of  Nov. 
before  the  Nov.  7  voting.  Asking  editors  and  pub-  9,  the  official  tally  stood  at  Bush  246,  Gore  260, 
fishers  in  every  state  of  the  nation  which  presiden-  |  with  Florida  (at  25  votes  and  narrowly  for  Bush) 
tial  candidate  would  carry  their  state,  the  survey,  !  and  Oregon  (7  votes)  undecided.  11 

Electoral 
College  tally 
as  it  stood  on 
Nov.  9 

Bush:  246 

Gore:  260  i 

Undecided:  32 

Pennsylvania  was  the 
only  big  state  that  stumped 
the  E&P  panel  of  editors 
and  publishers,  going  for 
Gore  instead  of  Bush, 
with  Fla.  and  Ore.  still  I 

in  the  balance.  ;  | 


How  our  editors 
and  publishers 
sized  up  race 
as  of  Oct.  31 


Bush:  301 
Gore;  237 
Undecided:  0 

Prescient  predictions  came  on 
both  Bush  and  Gore  sides  of 
the  ledger.  Note  our  panel 
picked  for  Gore  Wis.,  Minn., 
Calif.,  and  Wash.  —  and  for 
Bush  Tenn.,  Ohio,  and  Ariz. 
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ment  and  other  set¬ 
tlement  details  were 
not  disclosed. 

AP  Business  Devel¬ 
opment  Director  Tom 
Brettingen  said  the 
settlement  showed 
AP's  “determination  to 
protect  the  rights  of  its 
members,  subscribers, 
and  other  authorized 
distributors.” 

-  JIM  ROSENBERG 

FEimEDIIOR 
SUES  FOR  106$ 

Tim  Crews,  the 
crusading  rural 
Northern  California 
editor  jailed  earlier 
this  year  for  not  re¬ 
vealing  sources,  has 
not  slowed  a  bit,  as 
he  is  suing  a  local 
police  department  for 
access  to  records. 

According  to  the 
California  First 
Amendment  Coalition 
(CFAC),  Crews,  57, 
who  in  February 
spent  five  days  in  jail 
on  a  contempt-of- 
court  charge,  is  suing 
the  Willows  Police 
Department  and  is 
seeking  access  to  po¬ 
lice  reports  under  the 
California  Public 
Records  Act.  The 
suit,  filed  in  Glenn 
County  Superior 
Court,  is  critical  of 
the  department’s  al¬ 
leged  withholding  of 
names  and  addresses 
in  police  reports. 

“The  act  requires 
police  agencies  to 
provide  basic  ...  in¬ 
formation  on  crimes, 
incidents,  and  ar¬ 
rests,  unless  [police] 
can  show  that  release 
would  threaten  some¬ 
one’s  safety  or  the 
successful  completion 
of  an  investigation," 


Papers  pushed  veto  of  leak  bill 


‘Post’  and  ‘Times’  joined  the  battle 
to  protect  freedom  of  speech 


BY  TODD  SHIELDS 

WASHINGTON 

The  newspaper  industry  mounted  an  un- 
usually  intense  behind-the-scenes  lobbying  ef¬ 
fort  —  including  rare  personal  appeals  to  the 
White  House  by  major  publishers  —  as  it  fought  legis¬ 
lation  to  criminalize  all  leaks  of 
federal  secrets. 

President  Clinton  vetoed  the 
measure  Nov.  4,  saying  it  threat¬ 
ened  the  balance  between  se¬ 
curity  requirements  and  a 
democracy’s  need  for  the  free 
flow  of  information.  Relieved 
civil-liberties  advocates  credited 
newspapers  with  playing  an  im¬ 
portant  role  in  reversing  legisla¬ 
tion  that  had  seemed  inevitable. 

“We  and  other  civil-liberties 
activists  flagged  this,”  said  Gre¬ 
gory  T.  Nojeim,  legislative  coun¬ 
sel  in  Washington  for  the 
American  Civil  Liberties  Union. 

“It  didn’t  get  traction  until  the 
editorial  boards  understood  it 
and  spoke  against  it.” 

The  measure  drew  little  de¬ 


President  Clinton:  Receptive  to  reason 


ambassadors,  and  others  who  need  to  explain  gov¬ 
ernment  policy.  Aftergood  said  it  appeared  Clinton 
was  moved  by  a  combination  of  the  concern  within 
the  executive  branch  and  the  media  outcry. 

That  outcry  included  a  conference  call  to  White 
House  Chief  of  Staff  John  Podesta  from  four  impor¬ 
tant  media  figures:  Arthur  O.  Sulzberger  Jr.,  pub¬ 
lisher  of  The  New  York  Times',  Boisfeuillet  Jones  Jr., 
publisher  of  The  Washington  Post;  John  F.  Sturm, 
president  of  the  Newspaper  Association  of  America 
that  represents  daily  newspapers;  and  Tom  John¬ 
son,  chairman  of  CNN. 

The  call  was  more  than  per¬ 
functory,  with  Podesta  giving 
the  group  enough  time  to  make 
its  case,  two  participants  said. 
“He  was  very  willing  to  listen,” 
one  of  them  said.  “We  thought 
it  was  important  to  say  it  didn’t 
have  to  do  with  our  business 
interests,  it  had  to  do  with 
journalism.” 

The  four  followed  the  call 
with  a  three-page  Oct.  31  letter 
that  was  hand-delivered  to  the 
White  House,  and  expressed 
their  “alarm.”  Also  in  late 
October,  the  newspaper  associ¬ 
ation  enlisted  three  consulting 
firms  and  several  law  firms 
to  help  defeat  the  measure, 
said  Sturm. 


bate  as  it  passed  Congress  with- 
out  public  hearings.  It  would  have  made  all  leaks  of 
secrets  a  felony,  compared  with  current  law  that  re¬ 
stricts  criminal  penalties  to  narrow  categories  and 
tests  for  harm  to  national  security.  Critics  warned 
the  measure,  spawned  in  closed  meetings  of  the  Sen¬ 
ate’s  Intelligence  Committee,  would  chill  potential 
leakers  and  bring  search  warrants,  telephone  taps, 
and  subpoenas  upon  reporters  as  prosecutors  tried 
to  find  their  sources. 

“This  was  not  a  trivial  battle,”  said  Steven  After¬ 
good,  who  monitors  secrecy  issues  for  the  Federa¬ 
tion  of  American  Scientists.  “This  threatened  to  alter 
the  terms  of  the  relationship  between  the  govern¬ 
ment,  the  press,  and  the  people.”  Aftergood  said  he 
considered  it  “unthinkable  a  veto  could  still  be  a  pos¬ 
sibility”  after  the  administration  in  an  October  state¬ 
ment  signaled  Clinton  would  approve  the  bill. 

In  the  weeks  after  final  congressional  passage  on 
Oct.  12,  more  newspapers  began  editorializing 
against  the  bill.  The  administration  itself  split.  Some 
officials  said  the  measure  was  needed  to  stem  harm¬ 
ful  leaks,  but  others  said  it  could  stifle  spokesmen. 


One  lawyer  sent  the  White 
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House  a  six-page  memo  explaining  why  the  pro¬ 
posed  measure  was  unconstitutional.  A  public-rela¬ 
tions  firm  contacted  members  of  the  president’s 
Cabinet  to  explain  the  measure  to  them,  and  to  ask 
their  support  in  White  House  debates.  Earlier, 
newspaper  lobbyists  had  made  sure  members  of 
congressional  judiciary  committees  knew  of  the 
measure.  By  October,  those  lawmakers  were  com¬ 
plaining  the  intelligence  committees  had  poached 
on  their  preserve,  where  measures  affecting  civil  lib¬ 
erties  are  weighed.  Meanwhile,  newspaper  publish¬ 
ers  faxed  notes  outlining  their  opinions  on  the  bill  to 
the  newspaper  association,  and  it  shepherded  their 
viewpoints  to  the  White  House. 

By  the  time  Clinton  needed  to  decide  the  bill,  “It 
became  clear  to  the  White  House  that  this  wasn’t 
just  the  media,  it  wasn’t  just  a  few  Democrats  — 
there  were  also  Republicans  involved.  It  gave  the 
White  House  running  room,”  Sturm  said.  He  said 
published  editorials  and  other  public  advocacy  no 
doubt  helped  defeat  the  measure.  But,  he  added, 
“You’ve  got  to  also  play  the  inside  game.”  0 
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CFAC  attorney  Terry 
Francke  said. 

-  JOEL  DAVIS 

API  TO  RENAME 
CENTERINVA. 

The  American 
Press  institute 
is  rededicating  its 
Reston,  Va.,  head¬ 
quarters  in  the  name 
of  former  Donrey 
Media  Group  chief 
Donald  W.  Reynolds, 
API  officials  said. 

The  building  also 
will  have  rooms 
named  for  James  H. 
Ottaway  Sr.,  the  late 
founder  of  Ottaway 
Newspapers,  and 
Lee  E.  Dirks,  chair¬ 
man  of  Dirks,  Van 
Essen,  and  Murray, 
the  New  Mexico- 
based  newspaper 
merger  firm. 

API  is  an  inde¬ 
pendent,  nonprofit  or¬ 
ganization  dedicated 
to  training  newspaper 
professionals  and 
journalists. 

-  JOE  STRUPP 

PAPERS  LINN 
ORITSOURCES 

Legacy.com,  a 
Web  site  where 
death  does  not  take  a 
holiday  —  but  does 
provide  a  business 
model  —  has  formed 
a  co-branding  al¬ 
liance  with  some  ma¬ 
jor  newspaper  Web 
sites. 

The  company, 
based  in  Evansville, 
Ind.,  has  joined 
forces  with  the  Albu¬ 
querque  (N.M.)  Jour¬ 
nal,  Denver  Rocky 
Mountain  News,  and 
Richmond  (Va.) 
Times-Dispatch,  as 


Detroit:  The  end  is  near? 

Two  unions  sign  on  dotted  iine 


Local  Newspaper  Guild  chapter 
also  encourages  its  members 
to  accept  management  offer 

BY  MARK  FITZGERALD 

CHICAGO 

FTER  FIVE  TUMULTUOUS  YEARS,  THE  De- 
troit  newspaper  labor  dispute  appeared  to 
finally  be  grinding  to  a  halt  last  week  as  the 
pressmen’s  union  be¬ 
came  the  second  labor 
organization  to  ratify  a 
contract  and  The  News¬ 
paper  Guild’s  local  pres¬ 
ident  urged  members  to 
hold  their  noses  and  ap¬ 
prove  management’s  fi¬ 
nal  contract  offer  at  a 
meeting  scheduled  for 
yesterday. 

While  they  hurt  the 
newspapers  with  a  boy¬ 
cott  that  still  keeps  cir¬ 
culation  down  by  about 
one-third  from  prestrike 
levels,  the  unions  failed 
to  halt  production  of  the 
Detroit  Free  Press  and 
The  Detroit  News  in  the 
early  days  of  their  walk¬ 
out  and  then  saw  their 
hopes  of  a  legal  victory 
over  the  papers’  man¬ 
agement  dashed  by  suc¬ 
cessive  court  rulings  last 
summer. 

Guild  Local  22  Presi¬ 
dent  Lou  Mleczko  said 
the  preservation  of 
union  contracts  at  the 
papers  justifies  ratifica¬ 
tion  of  a  contract  loaded 
with  provisions  that 
were  once  anathema  to 
the  union,  such  as  an 
open  shop. 

Free  Press  employees 
would  get  annual  2% 
across-the-board  wage 
increases  under  the  pro¬ 
posed  three-year  con¬ 
tract.  For  almost  all 


Guild  employees  at  the  News,  there  would  be  no 
automatic  wage  increases  because  only  merit  rais¬ 
es  determined  by  management  will  be  paid  above 
the  top  contract  minimum  wage  scale. 

Two  big  Teamster  locals  and  a  small  engravers 
union  so  far  have  resisted  the  demand  by  Detroit 
Newspapers  Inc.  that  the  unions  let  members  vote 
on  its  final  offer  by  Nov.  15.  (Detroit  Newspapers 
has  been  the  joint  operating  agency  for  the  dailies 
since  1989.) 

“That’s  their  deadline.  I  don’t  know  if  it’s  rheto¬ 
ric  or  it’s  real,”  said  Al 
Young,  president  of  De¬ 
troit  Mailers  Local 
2040.  Young  said  that 
his  Teamsters  local 
wants  a  contract  that 
would  restore  to  their 
prestrike  levels  the 
wages  he  said  have  been 
cut  nearly  in  half. 

Tim  Kelleher,  senior 
vice  president  of  labor 
for  Detroit  Newspapers, 
said  the  deadline  is  real 
—  and  contended  that 
the  two  newspapers  are 
much  better  off  than 
they  were  before  the 
July  13,  1995,  strike. 
Press  manning,  he  said, 
has  been  reduced  from 
as  many  as  10  workers 
per  color  press  to  five. 
The  mail  room  operates 
with  150  full-time  and 
100  part-time  employ¬ 
ees,  compared  to  300 
full-timers  and  300 
part-timers  five  years 
ago.  “We  put  no  new 
equipment  in  at  all  — 
and  I  pay  lower  wages 
now,”  Kelleher  said. 

Mailers  President 
Young  scoffed  at  the 
claim  of  efficiency,  say¬ 
ing  the  papers  achieved 
speed  only  because  they 
do  not  stop  the  line  to 
adjust  for  missed  or  ex¬ 
tra  inserts.  Said  Young, 
“Now  they  just  run  those 
machines  flat-out.”  11 


Detroit’s  newspaper  labor 
dispute:  A  time  line 

I  July  13, 1995:  Six  unions  representing  2,500  work- 
I  ers  declare  a  strike  against  Knight  Ridder's  Detroit  Free 
I  Press,  Gannett  Co.  Inc.’s  The  Detroit  News,  and  Detroit 
Newspapers  Inc.,  their  joint  operating  agency.  Under  heavy 
security,  a  combined  News  and  Free  Press  edition  is  pro¬ 
duced  the  next  day  by  1,300  replacement  workers,  plus 
management  and  nonunion  personnel. 

August  1995:  A  National  Labor  Relations  Board 
(NLRB)  regional  director  files  complaint  that  newspapers  ; 
caused  strike  with  unfair  labor  practices. 

Sept.  18,  1995:  Papers  resume  separate  weekday  j 
editions.  | 

■  November  1995:  Newspapers  file  suit  against  unions 
claiming  strike  violence  and  vandalism  violates  Racketeer 
Influenced  and  Corrupt  Organization,  or  RICO,  statute. 

No\T.MBER  1996:  First  Audit  Bureau  of  Circulations 
FAS-FAX  since  strike  shows  daily  circulation  of  both  pa¬ 
pers  is  down  32%  from  pre-strike  level  while  : 
I  circulation  of  combined  Sunday  paper  is  down  29%. 

Feb.  14,  1997:  All  six  unions  make  unconditional  | 
!  offers  to  return  to  work  June  1997:  Federal  administra¬ 
tive  law  judge  rules  newspapers  caused  strike  with 
unfair  labor  practices. 

:  August  1997:  U.s.  District  Court  in  Detroit  refuses 
to  order  Detroit  Newspapers  to  reinstate  former  strikers  in 
their  jobs. 

September  1998:  in  mixed  ruiing,  NLRB  in  Wash-  ' 
ington  rejects  some  union  complaints  against  papers,  but 
rules  management's  unfair  labor  practices  caus^  strike, 
and  orders  all  employees  reinstated. 

I  February  1999:  International  Typographical  Union  : 

Local  18  becomes  first  former  striking  union  to  reach  ; 
;  contract  settlement. 

July  2000:  Three-judge  panel  of  U.S.  Court  of  Ap-  j 
peals  for  District  of  Columbia  rules  newspapers  did  not  ; 
I  cause  labor  dispute  with  unfair  labor  practices.  (In  Sep-  > 
I  tember,  the  court  refuses  unions'  request  for  a  hearing  by 
I  the  full  court.) 

!  Nov.  5,  2000:  Graphic  Communications  Internation- 
I  al  Union  Local  13N,  representing  200  pressmen,  ratifies 
!  contract. 

{  Nov.  12,  2000:  Newspaper  Guild  Local  22  is  sched¬ 
uled  to  vote  on  contract  settlements  for  journalists  and 
maintenance  workers  at  Free  Press  and  News. 

I  —  Mark  Fitzgerald  . 
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Nieman  Fellowships  for  Journalists 
at  Harvard  University 


Nieman  Foundation 
is  now  inviting 
applications 
for  its 
2001-2002 
fellowship 


In  this  critical  time  for  journalism,  the  mission  of  the  Nieman  Fellowships 

has  never  been  more  important.  The  fulfillment  of  its 

mandate  to  c(  11  1  1  1 

promote  and  elevate  the  standards 
of  journalism  and  educate  persons 
deemed  specially  qualified” 

^  begins  each  year  with  the  selection 

of  12  working  journalists  from  the  United  States  and  12  from  other  countries. 


At  Harvard,  the  Fellows  experience  discovery  and  enrichment,  learning  and 
reflection  in  Harvard  classrooms,  in  Nieman  seminars  and  from  the  close 
friendships  that  emerge  during  the  Nieman  year.  Each  Fellow  is  free  to  design 
an  individual  course  of  study.  Some  pursue  courses  in  a  reporting  specialty; 
others  explore  the  breadth  of  Harvard’s  schools  and  departments.  For  many 
Niemans,  it  is  a  year  of  transformation  enabling  them  to  return  to  their  news 
organizations  with  renewed  journalistic  purpose. 

Nieman  Fellowships  are  awarded  to  reporters,  editors,  photographers,  producers, 
editorial  writers  and  cartoonists,  and  Internet  specialists.  Whatever  their  roles  in 
journalism,  Nieman  Fellows  have  this  in  common:  they  are  achievers  and  they 
understand  the  virtue  of  continuing  education  for  journalists. 

Nieman  Fellowships  are  granted  for  the  academic  year  and  include  tuition,  a 
stipend  of  $50,000,  housing  allowance  and  childcare  support.  To  qualify  for 
consideration,  applicants: 

•  Must  be  full-time  staff  or  freelance  journalists  working  for  the  news  or 
editorial  departments  of  newspapers,  news  services,  radio,  television, 
magazines  of  general  public  interest  or  Internet  news  sites. 

•  Must  have  at  least  three  years  professional  experience  in  the  news  media. 

•  Must  obtain  their  employer’s  consent  for  a  leave  of  absence  for  the 
academic  year. 


The  application 
deadline  for 
U.S.  journalists  is 

January  31, 2001. 


Information  and  application  forms  may  be  obtained  from: 


Program  Officer 
Nieman  Foundation 
One  Francis  Avenue 
Cambridge,  MA  02138 


Tel:  617-495-2237 
Fax:  617-495-8976 
E-mail:  nieman@harvard.edu 
Web  site:  vvww.nieman.harvard.edu 
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well  as  Tribune  Inter¬ 
active. 

Legacy.com’s  origi¬ 
nal  content  of  obitu¬ 
aries  of  ordinary 
citizens  and  guest¬ 
book  tributes  provid¬ 
ed  by  families  and 
friends  will  now  be 
available  to  their 
newspaper  Web  site 
partners.  “Legacy- 
.com  takes  remem¬ 
bering  loved  ones  to 
the  next  level.  ...  This 
will  provide  value- 
added  service,”  said 
David  Hiller,  presi¬ 
dent  of  Tribune 
Interactive. 

-  WAYNE  ROBINS 


A  chain  of  coastal 
California  week¬ 
lies  that  created  a  stir 
earlier  this  year  after 
its  owner  barred 
positive  news  about 
abortion  choice  and 
homosexuality  has  re¬ 
portedly  consolidated 
its  operation  and  will 
lay  off  as  many  as  35 
employees. 

According  to  com¬ 
peting  San  Luis  Obis¬ 
po  County  news¬ 
papers,  wealthy 
winemaker/developer 
David  Weyrich’s 
Gazette  chain, 
launched  in  mid- 
1999,  announced  it 
will  consolidate  into 
one  newly  named 
publication  with  two 
editions,  down  from 
five  editions.  The  new 
paper,  the  San  Luis 
Obispo  County 
Gazette,  will  be  based 
in  Atascadero  in  a 
building  outfitted 
with  a  new  printing 
press.  Gazette  offices 
in  Paso  Robles,  Los 


Court  accepts  copjrright  case 


Supremos  to  review  ‘Tasini  v.  NYT’ 

BY  TODD  SHIELDS 

WASHINGTON 

HE  U.S.  Supreme  Court  will  decide 
whether  newspapers  and  commercial  archives 
must  pay  free-lance  writers  for  including  their 
work  in  electronic  archives. 

The  high  court  on  Nov.  6  agreed  to 
take  up  an  appeal  lodged  by  The 
New  York  Times,  Newsday,  and 
three  other  companies  that  lost  a 
landmark  1999  decision  to  six 
writers.  The  writers,  including 
National  Writers  Union  President 
Jonathan  Tasini,  said  newspapers  and 
other  publishers  had  illegally  repub¬ 
lished  free-lancers’  work  without  com¬ 
pensating  them. 

Lower  courts  have  yet  to  decide  what 
remedy  the  publishers  must  offer  for 
violating  the  free-lancers’  copyright.  The  Times,  in 
asking  the  Supreme  Court  to  consider  the  case,  said 
the  lower  court  ruling  would  force  the  destruction  of 
CD-ROMS  that  contain  free-lancers’  work,  and 
would  force  publishers  and  electronic-database  com¬ 


panies  to  delete  tens  of  thousands  of  free-lance  arti¬ 
cles  from  their  archives.  The  argument  has  attracted  i 
prominent  allies.  Documentary  film  producer  Ken  1 1 
Burns,  historian  Doris  Kearns  Goodwin,  and  others  1 1 
told  the  high  court  in  a  filing  that  the  lower-court  rul¬ 
ing  threatens  the  integrity  of  the  historical  record.  !  I 
They  said  publishers  may  delete  articles  from  archives  |  j 
to  avoid  liability  for  violating  free-  | ! 
lancers’  rights.  i 

Tasini,  in  an  interview,  called  such  | 
scenarios  “complete  rubbish.  ... 

The  real  consequence  of  this  is  i 
publishers  have  to  pay  writers. 
And  they  don’t  like  this.” 

Tasini  said  publishers  need  not 
delete  articles.  He  said  they  could  agree 
to  pay  free-lance  writers  through  a  : 
clearinghouse  that  already  is  handling 
payments  for  work  appearing  on  the 
Web  site  Contentville.com. 

The  Supreme  Court  is  expected  to  hear  argu¬ 
ments  in  the  case  next  spring,  although  no  date  has 
been  set.  Lawyers  on  both  sides  said  the  justices  ap-  | ; 
pear  to  view  the  case  as  a  way  to  lay  down  guidelines  i  [ 
before  lower  courts  decide  a  flurry  of  free-lance  rights 
cases.  11 


'Doing  Ethics  in  Journalism’ 

SPJ  settles  the  Mike 


TV  anchor  walks  away  with  apologies 
and  $18,000  to  cover  court  costs 


Snyder  libel  lawsuit 


BY  RANDY  DOTINGA 

SAN  DIEGO 

HE  Society  OF 
Professional 
Journalists, 

which  dedicates  itself  to 
the  protection  of  free- 
press  rights,  has  agreed 
to  settle  a  libel  suit  filed 
by  a  TV  anchor  who  said 
2m  SPJ  journalism  text¬ 
book  exaggerated  his 
own  ethical  wrongdoing. 

The  SPJ  will  pay  an 
$18,000  settlement  to 
cover  the  legal  fees  of 
plaintiff  Mike  Snyder,  a 
top  anchor  at  KXAS-TV, 
NBC’s  affiliate  in  Dallas. 


The  SPJ,  the  book’s  pub¬ 
lisher,  and  the  Poynter 
Institute  agreed  to  issue 
separate  apologies  on 
their  Web  sites. 

The  settlement  was 
announced  in  the  Octo¬ 
ber  issue  of  Quill,  the 
SPJ’s  magazine,  which 
disclosed  that  the  organ¬ 
ization  and  the  book’s 
authors  spent  $84,000 
on  legal  fees.  A  libel 
insurance  deductible 
of  $5,000  will  come  out 
of  the  SPJ’s  $1.8-million 
annual  budget. 

The  SPJ,  which  claims 


10,000  members  in  the 
United  States,  has  never 
been  sued  for  libel 
I  before. 

The  lawsuit  revolved 
around  Snyder’s  activi- 
1  ties  in  1994,  when  he 
was  imited  to  emcee  a 
;  Republican  women’s 
fund-raiser  picnic.  “I 
i  reluctantly  agreed,” 

I  Snyder  told  EGfP  recent- 
i  ly.  “That  was  a  lapse  of 
good  judgment  and  left 
the  impression  of  parti¬ 
sanship.”  Snyder  was 
suspended  for  two  weeks 
without  pay  for  appear- 
I  ing  at  the  event. 

!  The  third  edition  of 
i  “Doing  Ethics  in  Jour- 
'  nalism:  A  Handbook 
With  Case  Studies,”  pub¬ 


lished  in  1997,  recapped 
the  story  —  but  got  sev¬ 
eral  facts  wrong. 

Snyder  learned  about 
the  textbook’s  allegations 
after  journalism  stu¬ 
dents  called  to  interview 
him.  According  to  a 
statement  published  in 
Quill  and  on  the  SPJ 
Web  site,  a  conflict-of- 
interest  case  study  in  the  i 
textbook  incorrectly  said 
Snyder  “acted  as  master 
of  ceremonies  during 
rallies  for  Bush  at  several  !  I 
campaign  stops”  and  “of-  i 
ten  introduced  Bush  as  1 ! 

‘the  next  governor  of  j ! 

Texas.’  ”  The  book  also  ! ! 

wrongly  said  Snyder  was  1 1 

a  “volunteer”  for  the  j  i 

Bush  campaign.  j  I 


18  editor  &  PUBLISHER  NOVEMBER  13,  2000 


www.editorandpublisher.com 


©2000  Barbara  Smaller  from  cartoonhank.com.  AH  Rights  Reserved. 


E  &  P  NEWS 


Osos  and  Arroyo 
Grande  have  report¬ 
edly  closed,  though 
an  office  in  San  Luis 
Obispo  will  remain 
open. 

The  consolidation 
was  apparently 
prompted  by  a  lack  of 
enough  advertising  to 
sustain  all  five  edi¬ 
tions.  Last  spring,  the 
chain  created  a  con¬ 
troversy  that  drew  na¬ 
tional  attention  when 
as  many  as  15 
staffers  —  about 
20%  of  the  work 
force  —  resigned 
when  Weyrich  in¬ 
structed  editors  and 
publishers  not  to  pro¬ 
mote  pro-gay  or  pro- 
choice  news  or 
events.  -  JOEL  DAVIS 

PORIIFECTFILM 
FOR  THE  CHIEF 

Not  even  death 
can  stop 

William  Randolph 
Hearst  from  stirring 
up  a  good  scandal.  A 
new  film,  “The  Cat's 
Meow,”  reportedly 
will  delve  into  a  mys¬ 
terious  weekend  and 
murder  on  the  Chief’s 
stately  pleasure  boat. 

Believing  Charlie 
Chaplin  was  fooling 
around  not  just  on 
screen  but  with  his 
mistress,  Hearst  sup¬ 
posedly  tried  to  kill 
him,  only  to  mistak¬ 
enly  shoot  business 
mogul  Thomas  Ince. 
Also  nosing  her  way 
into  the  picture  is  leg¬ 
endary  gossip  colum¬ 
nist  Louella  “Lolly” 
Parsons,  who  alleged¬ 
ly  discovered  the  sto¬ 
ry  and  subsequently 
blackmailed  Hearst, 
the  film  will  claim. 

-  JAMIE  SANTO 


The  statement 
placed  some  of  the 
blame  on  a  researcher 
who  incorrectly  sum¬ 
marized  information 
printed  in  the  Fort 
Worth  Star-Telegram. 

The  book’s  authors 
—  University  of 
South  Florida  pro¬ 
fessor  Jay  Black, 

Poynter  Institute 
faculty  member  Bob 
Steele  and  Brigham 
Young  University 
professor  Ralph 
Barney  —  signed 
the  statement.  The 
Poynter  Institute,  which 
employs  Steele  as  an 
ethics  group  leader,  is¬ 
sued  a  statement  regret¬ 
ting  that  the  Snyder  case 


•Jirnalisoi 


10$  i 


in 


Ja)  filad 
Bok  Steele 
Ralpli  Bane) 


study  did  not  live  up  to 
i  the  book’s  billing  by 
i  Poynter  as  “something 
I  no  serious  journalist 
!  should  be  without.” 


In  an  interview, 
SPJ  executive  direc¬ 
tor  Jim  Gray  por¬ 
trayed  the  settle¬ 
ment  as  an  attempt 
to  avoid  expensive 
litigation.  “We  be¬ 
lieve  that  we  would 
have  prevailed  had 
the  case  gone  to  tri¬ 
al,”  he  said,  partly  be¬ 
cause  a  libel  statute 
of  limitations  under 
federal  law  would 
have  passed.  The 
case,  however,  was 
filed  in  a  Texas  court. 
Snyder  is  still  furi¬ 
ous  about  the  textbook’s 
statements  about  him, 
which  he  said  were  fabri¬ 
cated.  “They  created  a 
story  about  me,  dragging 


my  name  and  reputation 
through  the  mud,  with 
facts  that  do  not  exist.” 

Snyder  said  the  SPJ 
and  the  Poynter  Institute 
—  “the  very  Vatican  of 
news”  —  violated  ethical 
guidelines  by  not  check¬ 
ing  out  the  facts  or  giv¬ 
ing  him  an  opportunity 
to  defend  himself.  “This 
is  a  major  landmark  de¬ 
cision,”  he  said. 

“We  are  a  profession 
that  pretends  to  police 
itself,  and  this  suit 
demonstrates  that  we 
cannot  yet  do  as  we 
promise.”  11 

Dotinga  is  a  free-lance 
writer  based  in  San 
Diego. 


Titans  waging  a  war  of  words 


Abitibi-Consolidated  and  Quebecor 
at  odds  over  management  of  the 
world’s  No.  1  newsprint  supplier 

BY  JIM  ROSENBERG 

Abitibi-Consolidated  Inc.,  Montreal,  said 
it  fully  disagrees  with  11%-shareholder  Que- 
becor’s  “voicing  inappropriate,  incomplete, 
or  inaccurate  statements”  about 
Abitibi  management,  operations, 
and  results.  Abitibi  also  expressed 
surprise  at  “Quebecor’s  areas  of 
concern  and  apparent  appraisal  of 
management  performance,  which 
were  never  raised  before.” 

The  world’s  largest  newsprint 
supplier  was  reacting  to  criticism 
from  the  North  American  com¬ 
mercial  printing  giant  and  Cana¬ 
dian  newspaper  publisher,  its 
largest  shareholder.  At  the  same  time  that  Abitibi 
announced  higher-than-expected  third-quarter  net 
income  (77%  more  than  second-quarter  results  and 
125%  higher  than  year-earlier  income),  its  chair-  j 
man,  former  Donohue  Inc.  CEO  Michel  Desbiens,  ’ 
resigned  after  only  six  months  (E&P,  Nov.  6,  p.  15). 

Saying  it  was  “very  satisfied”  with  other  share-  j 
holders’  reaction  to  its  third-quarter  financial  re-  i 
suits,  Abitibi  called  Quebecor’s  comments  “unjus-  1 


tilled”  in  light  of  those  results  and  possibly  “consis-  i 

tent  with  the  interests  of  a  short-term  investor.”  I 
Abitibi  President  and  CEO  John  Weaver  said  many 
shareholders  “are  also  confused  by  the  path  chosen 
by  Quebecor.” 

Six  months  after  completing  the  acquisition  of 
Donohue  from  Quebecor,  “we  had  already  reached 
$180  million  (Canadian)  in  savings,  excluding  fiber  | 
and  energy  price  increases,  on  an  annualized  basis,  j 
which  exceeded  our  objective  of  ! 
C$125  million  for  the  first  quarter 
of  2001  by  nearly  50%,”  said 
Weaver,  who  added  that  Que¬ 
becor’s  criticisms  denigrate  the  ! 
dedication  and  accomplishments  [ 
of  all  Abitibi  employees,  including  j 
former  Donohue  employees.  i 

At  a  Nov.  3  meeting,  Abitibi  di¬ 
rectors  created  a  special  commit¬ 
tee  to  “take  appropriate  action”  in  j 
response  to  Quebecor’s  state-  j 
ments.  Consisting  entirely  of  directors  who  are  in¬ 
dependent  of  Quebecor,  the  committee,  headed  by 
John  A.  Tory,  held  its  first  meeting  that  day. 

“Shareholder  value  is  the  special  committee’s 
main  concern  in  dealing  with  these  matters,”  Tory  j 
said  in  a  statement.  “We  are  also  extremely  con-  ! 
cerned  that  both  the  letter  and  the  spirit  of  our  cor-  i 
porate  governance  rules,  as  well  as  securities  laws,  1 1 
be  respected.”  (1  ! 


“[Shareholders] 
are ...  confiised 
by  the  path 
chosen  by 
Quebecor.” 

—  JOHN  WEAVER 

Abitibi-Consolidated  Inc. 
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ALABAMA 


Victor  Hanson  II, 

Victor  Hanson  HI 

Victor  H.  Hanson  III  (left), 
general  manager  of  The  Bir¬ 
mingham  News,  will  become 
publisher  Jan.  1,  succeeding 
his  father,  Victor  H.  Hanson  II,  who  will  retire  after  46  years  at 
the  paper.  A  member  of  the  family  has  been  publisher  of  the 
News  since  1910.  The  elder  Hanson  assumed  the  title  following 
the  death  of  his  father,  Clarence  B.  Hanson,  who,  in  turn,  had 
succeeded  his  uncle,  Victor  H.  Hanson. 


MediaNews  Group,  Inc. 

has  sold 

Council  Bluffs  (lA)  Daily  Nonpareil 

(17,500  dally  and  22,000  Sunday  circulation) 

to  a  newly  formed  partnership  led  by  the 
Iowa  West  Foundation  and  the 
Omaha  World-Herald  Company 

We  are  pleased  to  have  represented 
MediaNews  Group,  Inc.,  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 


I  II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO 

E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 


22  EDITOR& PUBLISHER  NOVEMBER  13,  2000 


j  ALABAMA 

Troy  Turner  to  managing  editor  of  The 
\  Anniston  Star  from  editor  of  The  Daily 
!  Times  in  Farmington,  N.M. 

i  CALIFORNIA 
Bob  Dea  to  display  advertising  director  of 
I  the  alternative  LA  Weekly  from  new  busi- 
I  ness  development  manager, 

i  COLORADO 

!  Troy  Hooper  to  assistant  editor  of  the  Aspen 
Daily  News  from  reporter. 

IDAHO 

Rich  Ballou  to  publisher  of  The  Rexburg 
Standard-Journal,  a  semiweekly,  from 
advertising  director  of  the  daily  Herald 
\  and  News  in  Klamath  Falls,  Ore.  Ballou 
succeeds  Roger  0.  Porter. 

I  IOWA 

Michael  J.  Beck  to  president  and  publisher 
j  of  the  Iowa  City  Press-Citizen  from  execu¬ 
tive  editor.  Beck  succeeds  Charles  Wan- 
ninger  (see  “Michigan”  box,  p.  23). 

I  MINNESOTA 
Patricia  L.  Star  to  senior  vice  president  for 
;  administration  at  the  Star  Tribune  in  Min¬ 
neapolis  from  vice  president  of  operations 
-]  human  resources  for  Northwest  Airlines  in 
j  Minneapolis. 

OREGON 

J.  Brian  Monihan  to  publisher  of  the  Lake 
1  Oswego  Review  and  West  Linn  Tidings  in 
I  Lake  Oswego  from  publisher  of  the  Forest 
I  Grove  News  Times.  Monihan  succeeds  the 
I  late  Bob  Bigelow. 


"  PENNSYLVANIA 

.  Michael 
Scobey 

to  publisher  of 
The  Intelligencer 
Record  in  Doyles- 
town  from  publisher  of  the 
Times  Herald  in  Port  Huron, 
Mich.  Scobey  succeeds  Charles 
P.  Smith,  also  executive  vice 
president  of  parent  Calkins 
Newspapers,  who  is  retiring  after 
26  years  as  publisher. 


www.edltorandpublisher.com 


of  the  Year,  and  Tony 
Newhall,  former  associ- , 
ate  publisher  of  the  San 
Francisco  Chronicle,  the 
recipient  of  the  Phillip 
N.  McCombs  Achieve¬ 
ment  Award. 


The  California  Press  As- 
sociatfon  named  Marcia 
McQuern,  editor  and 
publisher  of  The  Press- 
Enterprise  in  Riverside, 
the  20()()  California 
Newspaper  Kxecutive 


Club  Hall  of  Fame 
Wednesday;  Michael  ^ 
Bloomberg,  president 
and  CEO,  Bloomberg 
L.R;  Ed  Bradley,  corre¬ 
spondent,  CBS  News; 
Irene  Cornell,  correspon 


dent,  WCBS  Newsradio; 
Osbora  Elliot,  dean 
emeritus,  Columbia  Uni¬ 
versity  School  of  Journal 
ism;  and  Liz  Smith, 
syndicated  entertain¬ 
ment  gossip  columnist. 


The  Deadline  Club,  the 
New  York  chapter  of  the 
Society  of  Professional' 
Journalists,  will  induct 
five  into  the  Deadline 


OBITUARIES 


VIRGINIA 

Leon  Lawrence  III  to  design  director  for 
USA  Weekend  in  Arlington  from  art 
director  for  Emerge  magazine. 


often  worked  from  the 
early  morning  until  2 
a.m  because,  as  he  once 
said,  “real  newspaper¬ 
men  work  at  night.” 
Fowler  got  involved  in 
nearly  every  aspect  of 
editorial  production 
from  layout  to  copy 
editing.  Under  Fowler’s 
direction,  the  paper 
expanded  its  coverage 
beyond  the  San  Fernan¬ 
do  Valley  to  Los  Angeles 
City  Hall  and  other 
areas.  He  retired  in  1977 
as  managing  editor. 


Donald  D. 
Jones 

73,  Died  Nov.  5 

FORMER  EDITOR  OF  THE  KANSAS  CtH 

(MO.)  nUES  AND  THE  KANSAS  CITY  STAR 


WASHINGTON 
Andrew  Wahl  to  features  editor  of  The  We¬ 
natchee  World  from  copy  editor/designer. 


WISCONSIN 

Mike  Jameson  to  publisher  of  the  La  Crosse 
Tribune  and  president  of  parent  Lee  Enter¬ 
prises  Inc.’s  La  Crosse/Winona  Newspaper 
group  from  general  manager  of  Madison 
Newspapers  Inc.,  publisher  of  the  Wiscon¬ 
sin  State  Journal  and  The  Capital  Times. 
He  succeeds  Jim  Santori,  now  publisher  of 
the  Herald  &  Review  in  Decatur,  Ill. 


A  PASSIONATE  NEWSPAPER- 
man  whose  blue  pencil 
left  an  indelible  mark  on  The 
Kansas  City  Times  and  its 
staff,  Donald  Jones  died  Nov. 

5  of  bone  marrow  cancer  He  was  73. 

Jones  joined  the  Times,  the  former  morning  sis¬ 
ter  of  the  Star,  in  1949.  After  returning  from  Naval 
service  in  the  Korean  War,  he  rose  to  news  editor, 
night  city  editor,  assistant  managing  editor,  and 
national  editor.  “Casey”  Jones,  as  he  was  known 
around  the  newsroom,  ensured  stories  were  tight 
and  sweet,  cutting  items  “almost  like  Zorro,”  noted 
former  staffer  James  B.  Steele.  “You  would  think 
somebody  massacred  your  copy.  But  when  you 
read  it ...  not  a  thing  had  been  lost.” 

In  1982,  Jones  became  the  first  ombudsman  for 
the  Times  and  the  Star.  'The  papers’  staff  was  ever 
mindful  of  his  in-house  note,  the  “Casey-gram,” 
which  provided  a  daily,  often  biting,  critique. 


WYOMING 

Bob  Wilson  retired  as  managing  editor  of 
the  Laramie  Daily  Boomerang  Oct.  21 
after  29  years  with  the  paper.  Assistant 
News  Editor  Debra  Thomsen  will  serve  as 
interim  editor. 


George  Hackett 

82,  Died  Nov.  6 

NEWSMAN  FOR  THE  ASSOCIATED 
PRESS  IN  KENTUCKY  SINCE  1944 

A  Louisville  native, 
Hackett  joined  the 
AP  bureau  in  his  home¬ 
town  in  1944  as  a 
Wirephoto  operator,  and 
rose  through  the  editori¬ 
al  ranks  during  his  56 
years  at  the  wire  service, 
with  stints  as  news  edi¬ 
tor  and,  most  recently, 
Kentucky  enterprise  edi¬ 
tor.  He  was  presented 
the  Distinguished  Ser¬ 
vice  of  Journalism  award 
by  Western  Kentucl^’ 
University.  In  1988,  he 
was  inducted  into  the 
Kentucky  Journalism 
Hall  of  Fame  at  the  Uni¬ 
versity  of  Kentucky.  Ed 
Staats,  AP’s  Louisville 
bureau  chief,  surmised 
that  “George  Hackett 
arguably  wrote  more 
stories  read  by  more 
people  than  any  other 
journalist  in  Kentucky.” 


INTERNATIONAL 
Barry  Renfrew  to  bureau  chief  for  The  As¬ 
sociated  Press  in  Sydney,  Australia,  from 
AP  bureau  chief  in  Moscow.  Renfrew  suc¬ 
ceeds  Peter  O’Loughlin,  who  retired. 

Deborah  Seward  to  bureau  chief  in  Moscow 
from  AP  news  editor  in  Paris. 


Bill  Bebout 

64,  Died  Oct.  22 
FORMER  EDITOR  AND  REPORTER 
AT  THE  OREGON  STATESMAN  AND 
CAPITAL  JOURNAL  IN  SALEM.  ORE. 

Bebout  worked  for 
The  Register-Guard 
in  Eugene,  Ore.,  and  The 
Associated  Press  prior  to 
joining  the  morning  and 
evening  papers  in  Salem, 
now  combined  as  the 
Statesman  Journal.  In  18 
years  as  a  reporter  and 
later  editorial  page  edi¬ 
tor,  Bebout  won  five 
first-place  awards  from 
the  Oregon  Newspaper 
Publishers  Association. 
In  1961,  with  the  AP  in 
in  Idaho,  he  covered  the 


funeral  of  Ernest  Hem¬ 
ingway  in  remote 
Ketcham,  stringing  a 
phone  line  from  the 
cemetery  to  dictate  copy 
to  the  AP  bureau  in  Salt 
Lake  City. 


MICHIGAN 

j  Charles T. 
^  Wanninger 

I  to  president  and 

I  publisher  of  the 

Times  Herald  in 
Port  Huron  from  president  and 
publisher  of  the  Iowa  City 
(Iowa)  Press-Citizen.  Wanninger 
succeeds  Michael  Scobey  (see 
“Pennsylvania”  box,  p.  22). 


Larry  Fowler 

88,  Died  Oct.  30 
RETIRED  MANAGING  EDITOR  OF 
THE  DAILY  NEWS  IN  LOS  ANGELES 

Fowler  joined  the 
Valley  News  and 
Greensheet  as  the  city  ed¬ 
itor  in  1954  and  re¬ 
mained  with  the  paper 
for  two  decades  after  it 
became  the  Daily  News 
of  Los  Angeles.  Fowler 
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In  an  occupation  apparently  besotted  with  awards,  the  Society 
of  Professional  Journalists  takes  a  wise  step  to  reassure  readers 


As  A  BREED,  NEWSPAPER  JOUR- 
nalists  love  to  pin  medals  on 
themselves.  Compared  to  the 
sheer  volume,  variety,  and  vap¬ 
idity  of  the  contests  journalists  have  devised 
in  self-celebration,  even  the  numbingly  long 
broadcasts  of  the  Oscars  or  the  Grammy 
Awards  play  like  the  brisk  high-five  of  two 
buddies  passing  each  other  on  the  street. 
Last  year,  E^P’s  Journalism  Award  &  Fel¬ 
lowships  Directory  needed  76  pages  to  list 
contests  that  ranged  fi'om  the  Pulitzer 
Prizes  to  the  American  Orthopaedic  Foot 
and  Ankle  Society  2000 
Science  Writers  Award. 

This  award  syndrome  is 
all  the  more  remarkable 
considering  that  newspaper 
credibility  with  readers 
appears  to  be  falling  in 
almost  direct  proportion  to 
the  proliferation  of  contests. 

Last  year,  as  reporters 
across  the  nation  were  care¬ 
fully  gluing  their  clips  to  S'/z-by-ll-inch 
posterboard  in  hopes  of  snagging  Vital- 
Cast.com’s  first  annual  Truth  in  Health 
Awards  for  Coverage  of  Alternative  Medi¬ 
cine,  the  American  Society  of  Newspaper 
Editors  (ASNE)  was  releasing  the  land¬ 
mark  “Examining  Our  Credibility”  study 
that  found  fully  one-fifth  of  readers  say  they 
notice  grammar  or  spelling  errors  in  the  pa¬ 
per  every  single  day  —  and  nearly  a  quarter 
sp)ot  factual  errors  in  every  issue. 

Over  time,  those  inaccuracies  add  up  in 
readers’  minds.  Papers  are  now  reaping  the 
inevitable  harvest  of  public  cynicism.  ASNE 
found  that  73%  of  readers  are  more  skepti¬ 
cal  about  the  accuracy  of  what  they  read  in 
the  paper.  Most  chillingly,  half  the  readers 
ASNE  surveyed  believe  some  groups  get  a 


“Prize-winning 
journalism 
must,  first 
and  foremost, 
be  fair  and 
accurate.” 


tiDITORe’ 

Publisher 
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GROUP  EDITOR  William  F.  Gioede 


“special  break”  in  coverage,  and  an 
astounding  78%  believe  powerful  people 
can  order  a  story  into  the  paper  —  or  kill  it. 

That’s  why  we’re  so  pleased  to  see  the  na¬ 
tion’s  largest  journalists’  organization,  the 
Society  of  Professional  Journalists  (SPJ), 
make  changes  to  its  contests  that  will  surely 
enhance  their  credibility  with  readers. 

Entries  in  SPJ  contests  from  now  on 
must  include  any  corrections  or  clarifica¬ 
tions  made  in  connection  with  the  entry. 
Entrants  —  and  there  are  about  1,300  each 
for  SPJ’s  Sigma  Delta  Chi  awards  and  its 

Mark  of  Excellence  college 
journalism  aw'ards  —  will 
also  be  required  to  submit 
copies  of  any  letter  to  the 
editor  or  private  written 
challenges  to  the  work’s  ac¬ 
curacy  made  by  the  subject 
of  the  piece.  News  organi¬ 
zations  will  also  be  given 
the  chance  to  respond  to 
any  accuracy  complaint.  As 
Guy  Baehr,  the  Newark,  N.  J.,  Star-Ledger 
reporter  who  proposed  the  change,  says, 
“Prize-winning  journalism  must,  first  and 
foremost,  be  fair  and  accurate.”  Even  in 
squeal^-clean  SPJ,  reforming  awards  is  not 
easy:  The  board  of  directors  adopted  the 
new  requirements  by  a  10-9  vote. 

The  Pulitzer  Prizes  competition,  which 
gets  about  1,500  journalism  entries 
annually,  has  similar  requirements.  These 
steps  by  organizations  w'hose  awards  are 
among  the  most  prestigious  in  the  busi¬ 
ness  are  a  welcome  sign  —  even  as  news¬ 
paper  journalists,  like  aristocrats  in  a 
Marx  Brothers  movie  set  in  some  comic 
Mittel  Europa  principality,  continue  to 
dream  up  more  ribbons,  more  medals, 
more  “honors”  for  their  flawed  products. 
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NOVEMBER  20,  2000 


The  editors  of  E&P  have  created  a  special  Photos  of  the  Year  issue. 

Newspapers  may  nominate  up  to  ten  photographs  that  have  been  published  in 
your  paper  since  December  1, 1999.  Submissions  should  be  digital,  at  300dpi  or 
higher  resolution,  preferably  in  JPEG  format,  with  date  published  and  caption 
"^  information.  E-maih^bmissions  to: 


We  will  print  a  gallery  of  the  best  photos  and  select  one  winner  to  receive  a 
$500  prize.  Deadyne  is  November  1. 

The  winning  shots  can  be  dramatic,  humorous,  touching  or  startling  ... 
or  ail  of  those  things.  Anything  goes. 


The  Battle  of  San  Francisco 
between  Hearst’s  new 
‘Chronicle’  and  the  upstart 
‘Examiner’  opens  Nov.  22. 
And  they’re  ready  to  rumble. 


1^: 


i’?'  I'Mfl 


J 


if- 


Gearing  up  for  the  Battle  by  the  Bay:  In  her  office  at  the  new 

ft  s 

Examiner  building  (above),  Executive  Editor  "Marty"  Steffens  makes 

MH*’ 

plans  to  “hit  pay  dirt."  Meanwhile,  down  in  South  San  Francisco,  at 

the  office  of  his  other  newspaper,  Ted  Fang  (right,  in  front  of  a  bust  of 

'£  . 

his  father)  promises  the  “most  exciting"  newspaper  war  in  the  U.S. 

?  -1 
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Illustration  by  Lon  Busch 


BY  JOEL  DAVIS 


IT’S  THE  MORNING  AFTER  HaLLOWEEN 
and  the  new  home  of  the  new  San 
Francisco  Examiner  fits  the  mood  per¬ 
fectly.  The  elevator  offers  a  dark  ride; 
no  lights  yet.  The  central  San  Francis¬ 
co  building,  purchased  by  the  Fang  family,  is  a 
miasma  of  wallboard,  sawdust,  wayward  elec¬ 
trical  wires,  and  burly  construction  workers 
hurrying  from  room  to  room. 

“I’ve  hit  pay  dirt!”  yells  a  worker 
as  the  industrial  scrape  of  his  drill 
finds  the  right  groove  while 
assaulting  nearby  eardrums. 

“We  hope  to  hit  pay  dirt,  too,” 

Executive  Editor  Martha  “Mart>'”  M 

Steffens  replies  coolly  while  .TSWfijSfc 

introducing  some  of  her  staff  to  |  i 

the  newsroom  they’ve  uprooted 
their  careers  to  occupy. 

The  new  Exammer  edifice  f  “ 

stands  but  a  few  blocks  from  the  ! 
building  housing  the  rival  5an  '  ^ 

Francisco  Chronicle  and  is  adja- 
cent  to  the  Warfield,  a  famed  venue  for  rock  concerts, 
which  Examiner  staff  will  no  doubt  be  able  to  hear,  ^ 

whether  they  want  to  or  not. 

Even  by  San  Francisco’s  strange  newspaper  standards 
—  and  San  Francisco  is  the  fiinny  uncle  of  newspaper 
towns  —  what’s  happening  right  now  is  pretty  weird. 

The  Hearst  Corp.,  which  has  long  run  the  Examiner,  |H 
will  take  over  the  Chronicle  Nov.  22.  But  first  it  must 
honor  a  bizarre,  Faustian  agreement  with  the  Fang 
family  to  make  sure  the  new,  Ted  Fang-owned  B 

Examiner  hits  the  ground  running  with  its  inaugural  ’u 
issue  —  also  due  Nov.  22.  B 

So,  while  Fang  and  Co.  hire  a  lean  but  high-powered  LJlE 


Chronicle  no  longer 
comical;  Talented 
team  with  huge 
Hearst  resources  will 
put  out  a  top  paper, 
once  they  get  going. 
Phil  Bronstein  (top 
left)  may  take  charge 
of  the  newsroom, 
while  John  Oppedahl 
(above)  is  rumored  to 
have  publishing  spot. 
Steve  Falk  (left)  has 
carried  some  of  the 
publishing  load. 
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(JOA)  that  has  existed  between  the  tw'o  pa¬ 
pers  since  1965. 

“Everj-thing  about  this  JOA  has  been  so 
unique  that  ending  it  in  this  kind  of  bizarre 
way  is  of  a  piece  ■with  everything  that  has 
gone  on  before,”  says  Jim  Hettinger,  direc¬ 
tor  of  the  John  S.  Knight  Fellowships  at 
Stanford  University'. 

What  went  on  before  was  messy.  It  start¬ 
ed  with  Hearst  s  purchase  of  the  Chronicle 
in  August  1999-  Criticism  of  the  deal,  led 
by  Fang  and  his  political  pals,  soon 
followed.  Then  came  the  first-of-its-kind 
antitrust  law  suit  by  power  broker  wannabe 
Clint  Reilly  that,  with  the  possible 
exception  of  the  bailiffs,  made  everyone 
involved  look  bad. 

U.S.  District  Judge  Vaughn  Walker 
nevertheless  dismissed  the  lawsuit.  But  not 
before  he  said  the  Examiner  should  have 
been  allowed  to  fold,  that  the  Fang  deal 
was  “malodorous,”  that  top  Hearst  officials 
were  less  than  truthful,  and  that  the  Justice 
Department  in  expressing  antitrust 
concerns  (in  line  with  the  Fangs’) 
practiced  “political  favoritism.” 

On  July  28,  the  day  after  the  circus 
masquerading  as  a  trial  ended,  Hearst 
got  its  prized  Chronicle  and  Fang’s  Ex-In 
Corp.  got  the  Examiner. 

But  not  so  fast.  While  the  newspapers 
changed  hands,  operating  them  with  no 
advance  notice  w  asn’t  realistic.  So  Hearst 
and  Fang  —  or  more  accurately  lawyers  for 
Hearst  and  Fang  —  hashed  out  a  40-page 

■  agreement  w'hereby  Hearst 

w'ould  continue  to  operate  the 
Examiner  for  four  months 
while  Fang  assembled  a  staff 
and  figured  out  the  logistics  of 
operating  a  paper  that  Fang 
had  made  a  sport  out  of  mock¬ 
ing  over  the  years. 


cury  News,  which  launched  a  San  Francisco 
edition  over  the  summer  to  great  fanfare  — 
and  great  ridicule  in  both  the  Chronicle 
and  Examiner  new'srooms. 


staff,  equip  a  prized  building  in  the  heart 
of  San  Francisco,  w'oo  advertisers,  court 
subscribers,  convert  a  redesigned  after¬ 
noon  Examiner  to  a  feisty  morning  city 
paper,  and  plot  beating  the  stuffing  out  of 
the  Chronicle,  Hearst  readies  to  take  over 
the  Chronicle  by  doing  little  besides,  w'ell, 
helping  the  Fangs. 

While  marking  time,  Hearst  also  faces 
the  daunting  task  of  combining  tw'o  edito¬ 
rial  staffs  into  one.  When  it  announced 
its  Chronicle  deal,  Hearst  said  it  would 
offer  jobs  to  everyone  in  the  Examiner 
newsroom  —  and  virtually  all  of  the 
staffers  said  they  would  accept  that  of¬ 
fer.  Most  Examiner  reporters  said  they 
wanted  no  part  of  working  with  Fang  ^ 
who,  in  his  existing  paper,  the  thrice-  H 
weekly  Independent,  delighted  in  ^ 

lampooning  their  paper  with  comic 
strips  called  “Mr.  Sharon  Stone,”  aimed  V 
at  their  executive  editor,  Phil  Bron-  ^ 
stein,  and  his  actress  wife.  L:., 

“I  don’t  think  anybody  at  either  one  ||| 
of  these  papers  knows  what  he  is  going  ™ 
to  be  doing,”  says  longtime  C/ironfcZe 
TV  columnist  John  Carman.  The  | 

Examiner,  of  course,  has  its  owm  TV  [ 
columnist,  Tim  Goodman.  “I  feel  I  ^ 
may  be  in  a  better  position  than  most,”  ■ 
says  Carman,  “but,  even  so,  I  suppose 
it’s  conceivable  I’ll  be  covering  solid- 
waste  disposal  in  Benicia.”  j 

Ted  Fang  has  to  love  it.  He  calls  his  ■ 
upstart  Examiner  a  “new  voice”  for  W 
San  Francisco  and  “the  first  new'  daily 
of  the  21st  century'.”  That  daily  is  being 
created  by  gamblers  who  left  prev'ious  jobs 
to  be  part  of  something  new'.  They  are 
fueled  by  a  sense  of  purpose  and,  more  crit¬ 
ically,  a  $66-million  subsidy  from  Hearst. 

Fang  exudes  confidence  sitting  behind 
his  desk  at  his  South  San  Francisco  office 
in  a  plant  populated  by  staff  of  The  Inde¬ 
pendent,  which  also  houses  the  temporary' 
war  room  for  new  Examiner  department 
heads.  But  he  bristles  at  the  notion  that  the 
agreement  with  Hearst  that  has  essentially 
put  the  new  Chronicle/o\A  Examiner 
merger  in  a  deep  freeze  until  Nov.  22 
is  giving  him  a  leg  up. 

“I’d  much  rather  have  the  billion-dollar 
resources  that  the  Hearst  Corp.  has  than  a 
40-page  contract  to  protect  my  ability  to 
start  a  new  newspaper,”  he  says. 

Hearst  management,  meanwhile,  is  con¬ 
fident  that  the  new'  Chronicle,  making  its 
debut  the  day  before  Thanksgiv'ing,  w'ill  be 
anything  but  a  turkey.  And  while  the 
Hearst  Chronicle  is  all-too-aware  of  the 
Fang  Examiner,  they  also  have  another  big 
fish  to  fry:  Knight  Ridder’s  San  Jose  Mer- 


War  &  peace 

The  beleaguered  Hearst  Corp.,  accused 
of  trying  to  turn  the  457,028-circulation 
Chronicle  into  a  monopoly  and  fearing  U.S. 
Department  of  Justice  intervention  on 


The  new  ‘Chronicle' 

The  Hearst/Fang  agreement 
mandates  that  the  existing 
pre-Fang  Examiner  and 
Chronicle  staffs  cannot  inter¬ 
act  until  the  Nov.  22  launch  of 
the  Hearst  Chronicle.  This  lit¬ 
tle  bit  of  fine  print  has  become 
a  huge  problem:  Now',  just 
days  away  from  combining 
newsrooms,  veteran  staffers  at  both  papers 
have  no  idea  what  their  marching  orders 
W'ill  be,  a  quagmire  magnified  by  the  fact 
that  many  positions  and  beats  overlap. 

In  fact,  the  agreement  and/or  the  Tim 
White  fiasco  —  the  former  Examiner 
publisher  was  suspended  for  testifying 
of  “horse  trade”  overtures  to  Mayor  Willie 


Fresh  start:  At  new  Examiner  office,  Reporter  Zoe  Mezin  (top, 
foreground)  and  Features  Art  Director  Nimish  Amin  (bottom 
foreground)  get  advice  on  using  pagination  system. 


antitrust  grounds  if  it  went  through  w'ith 
an  original  plan  to  shut  down  the  after¬ 
noon  Examiner,  early  this  year  gave  arch¬ 
nemesis  Fang  the  $66-million  subsidy  to 
take  the  Examiner.  Please. 

This  cleared  the  way  for  Hearst ’s  $660- 
million  purchase  of  the  Chronicle  while 
ending  the  joint  operating  agreement 
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Brown  —  have  left  the  Hearst  Chronicle 
without  a  publisher  or  a  top  editor.  (As 
E^P  went  to  press,  rumors  were  rampant 
that  former  Amona  Republic  Publisher 
John  Oppedahl  will  be  named  publisher 
of  the  Chronicle  and  the  Examiner’s 
Brnnstein  will  be  named  top  editor.) 

While  the  new  Hearst  Chronicle  will 
carry  on  more  or  less  as  before,  nerves  are 
frayed  at  the  old  Hearst  Examiner,  where 
the  mood  matches  the  newsroom’s  Gothic 
(think  Bat  Cave  with  lots  of  clutter)  black- 
and-red  interior. 

Staffers  have  had  to  deal  with  the  pro¬ 
tracted  anxiety  of  everything 
from  years-long  rumors  that  the 
paper  would  fold  to  the  recent 
closing  of  a  beloved  corner  wa¬ 
tering  hole.  (Right  on  cue,  the 
legendary  M&M  Tavern,  which 
provided  succor  for  both  news¬ 
rooms  —  they  are  currently  separated 
only  by  a  composing  room  —  closed  Oct. 
28.)  Now  they  face  being  the  new  hires  in 
the  rival  newsroom. 

“We  have  been  through  so  much  on  our 
side,”  says  popular  Examiner  columnist 
Stephanie  Salter,  who  joined  the  paper  in 
1976.  “It’s  beyond  limbo  ...  I  once  spent 
some  time  at  a  Zen  monastery  and  there’s 
a  thing  when  someone  dies  where  you  sit 
there  and  watch  the  corpse  decay.  We’re 
watching  the  corpse  decay.  We’re  past 
disillusionment.  We’re  past  anger.” 

Adds  sage  Chronicle  columnist  Jon  Car- 
roll:  “There  are  two  theories  that  are 
equally  scary;  One  is  that  [Hearst  offi¬ 
cials]  are  making  all  these  secret  plans 
and  they  are  not  telling  anybody.  The  oth¬ 
er  is  there  isn’t  anything  to  know  and  we 
are  being  told  the  truth,  which  is  just  as 
scary  as  the  first  version.” 

Actually,  it  appears  to  be  a  combination 
of  the  two.  Steven  Falk,  head  of  the  San 
Francisco  Newspaper  Agency  (SFNA)  and 
the  closest  thing  the  Examiner  has  to  a 
publisher  in  the  wake  of  the  suspension  of 
White,  concedes,  “We  are  stuck  a  little  bit 
in  neutral.”  But  he  quickly  adds  that  the 
Hearst  Chronicle  will  be  a  formidable 
combination  of  both  newspapers  —  about 
2,600  employees  in  all,  about  560  of  them 
in  editorial  —  that  will  really  begin  flexing 
its  muscle  next  year. 

“We  are  planning  for  the  transition 
Chronicle,  which  won’t  be  much  different 
than  the  existing  Chronicle”  says  Falk,  a 
genial  fellow  who  wouldn’t  mind  being 
publisher.  “The  new  Chronicle  won’t  be 
out  until  early  2001.” 

The  agreement  with  the  Fangs  original¬ 
ly  allowed  only  Examiner  Executive  Edi¬ 


tor  Bronstein  to  strategize  with  Chronicle 
\  Executive  Editor  Matt  Wilson.  Fang  has 
j  since  loosened  the  reins,  allowing  more 
S  interactions  among  department  heads, 
i  though  the  rank  and  file  remain  more  or 
less  in  the  dark. 

I  The  new  'Examiner 

!  The  Fang  Examiner,  meanwhile,  is 
prepping  its  own  staff.  Executive  Editor 
Martha  “Marty”  Steffens,  47,  has  assem¬ 
bled  an  editorial  team  of  about  50,  a  frac¬ 
tion  of  the  Hearst  Chronicle’s.  Aware  of 
the  Fang  family’s  reputation  for  journalis¬ 


tic  partisanship,  Steffens,  whose  back¬ 
ground  as  a  bold  editor  with  the  Los 
Angeles  Times  and  Gannett  Co.  Inc. 
brought  the  Fang  Examiner  some  instant 
credibility  when  she  was  hired  in  August. 

I  “Ted  wanted  me  for  my  journalistic 
;  integrity,”  Steffens  says.  She  has  tried  to 
enhance  that  credibility  by  hiring  Bob 
Porterfield  as  managing  editor.  “He’s 


won  every  major 
journalism  award 
i  there  is,”  Steffens 
says. 

Porterfield  and 
fens  will  oversee  a  youngish  staff  culled 
from  what  Steffens  says  were  500  to  600 
applications  at  least. 

“So  many  applicants  said  they  wanted  to 
S  be  a  part  of  a  startup,”  Steffens  declares 
during  a  tour  of  the  new  Examiner 
\  building.  The  building,  the  historic  Fox- 
Warfield  structure  at  Taylor  and  Market 
streets,  is  undergoing  a  major  renovation 

to  accommodate  the  Examin¬ 
er,  which  itself  is  being  re¬ 
designed  by  Roger  Black 
Consulting.  Prototypes  look 
like  a  cross-pollination  of  the 
existing  red-and-black  Exam¬ 
iner,  USA  Today,  and  E^P 
(which  Roger  Black  Consulting  also  re¬ 
designed  earlier  this  year). 

Most  new  Examiner  hires  are  San  Fran¬ 
cisco  Bay  Area  newspaper  veterans  from 
small-  to  midsize  dailies  and  alternative 
weeklies.  While  the  agreement  with 
Hearst  is  structured  to  give  the  new  Ex¬ 
aminer  the  chance  to  hire  existing  Exam- 
mer  journalists,  only  one  —  and  Steffens 
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A  SEMINAR  FOR  JOURN  ALISTS 
JANUARY  7-10, 2001 
EXPENSES  PAID 


Want  to  get  a  head  start  on  next  year’s  hottest  issues?  During  a  four-day  seminar,  some  of  the  nation's 
top  experts  will  survey  a  selection  of  issues  likely  to  make  news.  This  seminar  is  a  highlight  of  the  NPF 
programming.  We  are  offering  15  fellowships,  including  airfare  and  hotel,  to  journalists  competitively 
selected  for  the  program  in  Washington  from  January  7-10.  Speakers  will  include  officials,  lobbyists, 
lawyers,  advocates  and  people  from  the  political  world.  This  one  will  be  especially  helpful  for  newsroom 
decision-makers,  including  editors,  editorial  writers,  producers  and  people  on  assignment  desks. 

Among  the  many  topics  being  considered: 

•  The  New  Administration 

•  Whither  the  107th  Congress? 

•  The  Middle  East  and  International  Hotspots 

•  Social  Security  and  Medicare  Reform:  Will  It  Finally  Happen? 

•  Military  Preparedness:  A  Real  Issue? 

•  The  World  Population  Boom 

•  How  the  Country  is  Changing  as  the  Population  Ages 

•  It’s  a  Test  Tlibe  World:  Biology  2001 

•  E-commerce  after  the  Weeding-out 

•  The  Impact  of  Welfare  Reform 

•  Etc. 

There  is  no  application  form.  You  can  apply  by  mail,  e-mail  or  fax.  To  apply,  send  a  letter  stating  why 
you  wish  to  attend,  a  letter  of  support  from  your  supervisor,  a  brief  bio  and  a  clip  or  tape(VHS). 
(Please  send  an  actual  clipping  or  tape,  not  a  web  site  reference.  If  you’re  an  editor  send  a  sample 
of  work  you’ve  edited).  Applications  will  not  be  returned.  Application  deadline  is  5  p.m. 
December  1.  Send  applications  to  National  Press  Foundation,  Agendas  2001, 1211  Connecticut  Ave., 
NW,  Suite  310,  Washington,  D.C.,  20036.  E-mail  is  npf@nationalpress.org.  Fax  is  202-530-2855.  Call 
for  information  at  202-721-9106.  Latest  details  always  on  our  web  site,  www.nationalpress.org. 

The  National  Press  Foundation  is  a  non-profit  educational  foundation. 


“We’re  watching  the  corpse  decay. 
We’re  past  disillusionment,”  columnist 
Salter  says.  “We’re  past  anger.” 
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isn’t  revealing  who  it  is  —  has  been  hired 
by  the  reborn  Examiner. 

Journalists  who  took  jobs  with  the  new 
Examiner  were  lured  by  everything  from 
competitive  salaries  linked  to  the  paper’s 
performance  to  shorter  commutes  from 
their  homes  to  the  opportunity  to  be  in  on 
the  ground  floor  of  an  almost-unheard-of 
creation  these  days:  a  new  metropolitan 
daily  newspaper.  New  Examiner  Arts  and 
Entertainment  Editor  Martin  Stein, 
formerly  of  the  suburban  Marin  Indepen¬ 
dent  Journal,  says  he  is  attracted  to  work¬ 
ing  in  the  heart  of 
San  Francisco.  “I 
could  only  look  at 
cows  for  so  long  in 
Marin,”  he  says. 

Stein’s  new  col¬ 
leagues  —  name 
tags  rather  than 
press  passes  seem 
appropriate  given 
that  the  startup 
has  100  new  faces 
overall  —  all  have 
their  owm  stories, 
though  they  are 
united  by  the 
same  thing: 
making  it  work. 

“WTien  you  see 
an  opportunity  as 
intriguing  and  as 
history-in-the- 
making,  I  feel  for¬ 
tunate  I  was  chosen,”  says  new 
Examiner  Chief  Financial  Officer 
Tammy  Bailey,  a  Georgia  transplant 
with  a  syrupy  Southern  drawl,  who, 
like  Steffens  and  some  others,  was 
recruited  by  an  employment  headhunter. 
“There’s  a  common  bond  and  goal.  We’re 
the  underdogs.” 

Bailey  has  the  formidable  task  of 
overseeing  the  three-year,  $66-million 
Hearst  subsidy.  For  the  first  Examiner  fis¬ 
cal  year,  shorter  than  the  other  two,  the 
Examiner  gets  $16  million,  followed  by 
$25  million  each  of  the  next  tw’o  years. 
Although  the  Fangs  also  operate  other 
newspapers,  the  subsidy  must  be  used 
on  the  Examiner  alone.  “We  have  to  be 
absolutely  certain  every  dollar  of  the 
subsidy  is  spent  on  the  Examiner  —  we 
can’t  let  it  spill  over,”  Bailey  says. 

Fang  warfare 

Because  the  Examiner  is  competing 
with  the  Chronicle  and  the  rest  of  what 
is  likely  the  most  competitive  newspaper 
region  in  the  country,  it  will  probably 


i  need  every  penny  of  the  subsidy  to 
make  a  profit. 

A  Sunday-through-Friday  daily  that  will 
;  sell  for  25  cents  on  newsstands 
!  (subscription  prices  are  still  being 
I  worked  out),  the  Examiner,  which  won’t 
print  on  Saturdays,  will  launch  with  a 
carry-over  subscriber  list  of  96,000 
readers,  and  may  or  may  not  keep  them 
long  depending  on  readers’  loyalties  to 
1  the  Hearst  Examiner. 

Although  much  of  a  given  day’s  sales  for 
i  the  existing  Examiner  are  of  the  single- 


j  copy  stripe.  Fang  is  hoping  to  build  read- 
I  ership  through  home  delivery, 
i  “We  will  be  less  single-copy-reliant 
i  than  the  old  Examiner”  says  Fang,  37, 
who  now  looks  old  enough  to  legally 
drink  thanks  to  a  new  goatee.  “We  want 
i  to  create  a  dialog  with  the  people  of  San 
1  Francisco  with  the  new  Examiner.  In 
I  order  to  keep  that  dialog  going,  we  want 
a  continuing  readership  as  opposed  to 
single-copy  sales.” 

The  new  Examiner  will  focus  on  the 
1  city  of  San  Francisco  and  on  attracting 
nonwhite,  single,  and  alternative-lifestyle 
readers  in  particular.  Given  that  the  Fangs 
are  high-profile  Asian-American  publish¬ 


ers  —  Fang’s  brother  James 
publishes  Asian  Week,  a  San  Francisco 
weekly  —  and  that  San  Francisco  will 
soon  join  Honolulu  as  the  only  major 
U.S.  city  where  Asians  outnumber 
whites,  the  new  Examiner  certainly 
seems  to  have  something  of  a  built-in 
audience  from  the  start. 

“There  are  plenty  of  Chinese  families 
out  there  that  are  looking  for  another 
voice,”  Fang  maintains.  “Single  people 
are  an  important  community.  There’s 
the  gay  community.  We  hope  to  be 
putting  out  news  more  relevant  to  these 
communities.” 

The  paper  also  hopes  to  succeed  by 
putting  out  what  General  Manager/Vice 
President  Robert  McCray,  42,  calls 
“Newspaper  in  a  Briefcase.”  Wherever  fea¬ 
sible,  particularly  in  the  circulation  and 
classified  advertising  departments,  the 
Examiner  is  contracting  out  work.  This, 
McCray  notes,  provides  for  better  services 
and  lower  costs  as  the  company  avoids 
having  to  pay  benefits  and/or 
dealing  with  unions  in  a  pro-union  city. 
“Everywhere  possible,  we  are  outsourcing 
to  provide  better  customer  service,”  says 
McCray,  who  comes  to  the  Examiner  after 
holding  a  similar  posi¬ 
tion  at  The  Blade  in 
Toledo,  Ohio. 

The  Examiner  is  also 
offering  advertisers 
package  buys  with  The 
Independent,  Fang’s 
free  paper  that  has  a 
circulation  of  up  to 
379,000  households. 

And  advertisers  are, 
of  course,  the  bottom 
line.  While  locally 
owned  businesses 
have  been  a  key  to 
the  advertising  success 
of  the  Fangs’  other 
papers,  the  new  Examiner,  Fang  says, 
is  going  to  launch  with  10  to  12  major 
advertisers. 

“The  Macy’s  of  the  world,  the  Gaps, 
they  need  to  reach  a  wider  audience,” 

Fang  reasons.  “They  can’t  reach  25%  of 
the  city  and  hope  to  succeed.  We’re  look¬ 
ing  to  reach  a  daily  audience  not  currently 
being  served  by  the  Hearst  Chronicled 

Hearst  fattens  up  for  fight 

Although  the  Fangs  will  be  running 
the  newspaper  his  family  founded, 
William  Randolph  Hearst  III  (see  story, 
p.  32)  says  he  has  no  idea  what  to  expect, 
though  he  has  little  regard  for  the  Fangs’ 
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current  flagship,  The  Independent. 

“Running  a  major  daily  is  not  some¬ 
thing  they  have  done  before  and  The 
Independent  has  certainly  been  a  highly 
partisan  newspaper. ...  I  don’t  know  if 
they  are  really  interested  in  journalism,” 
he  observes.  “They  haven’t  showm  much 
interest  in  journalism  until  now.  They 
have  an  interest  in  politics  and  politick¬ 
ing,  picking  candidates  they  like  to  sort 
of  prop  up,”  says  Hearst,  who  weis  editor 
and  publisher  of  the  Examiner  from 
1984  to  1995. 

Hearst  says  times  have  changed  since 
the  “yellow  journalism”  period  of  the  late 
1800s,  when  William  Randolph  Hearst 
built  circulation  through  sensationalism. 
“The  newspapers  that  were  published  in 
the  1890s  and  the  newspapers  published 
in  the  year  2000  are  in  different  environ¬ 
ments,”  Hearst  maintains.  “But  maybe  the 
Fangs  feel  they  are  going  to  bring  back 
some  of  the  journalistic  ideas  from  the 
prior  century.” 

The  Chronicle  certainly  seems  poised  to 
meet  the  Fang  challenge.  The  resources 
that  the  Hearst  Corp.  brings  to  the  new 
Chronicle,  particularly  in  journalistic 
talent,  are  indeed  impressive.  The 


Chronicle,  which  is  launching  an 
afternoon  edition  to  fill  the  void  created 
when  Fang  converts  the  Examiner  to  a 
morning  paper,  already  has  a  talented 
stable  of  columnists,  for  instance,  and  it 
will  have  a  dream  team  with  the  addition 
of  the  Examiner’s  Salter,  Ray  Ratto,  and 
Rob  Morse,  among  others.  That’s  if  a 
home  can  be  found  for  everyone  and 
egos  stay  in  check.  “Rob  Morse  and  I 
have  taken  the  attitude  that  we’re 
wide-open,”  Salter  says.  “We’re  going 
to  see  what’s  being  offered.  If  we  like  it, 
fine;  if  we  don’t,  we’ll  go  someplace  else.” 

“We  will  need  and  put  to  good  use  all  of 
these  talented  people,”  Falk  says.  “Readers 
will  see  an  immediate  improvement  to  the 
paper  —  they  will  see  all  the  features, 
comics,  and  columnists  of  both  papers  in 
the  Chronicle” 

And  while  the  Examiner  staffers 
will  be  the  addition  to  the  team,  they 
won’t  be  treated  like  utility  infielders, 
Bronstein  vows.  “You  won’t  fill  around 
the  edges  with  the  Examiner  people. 

It  will  be  what’s  the  best  use  of  each 
and  every  person  at  the  Chronicle  and 
Examiner!" 

To  try  to  keep  employees  happy  and 


productive,  Hearst 
has  hired  John 
La\ine,  a  founder  of 
Northwestern  Univer¬ 
sity’s  Media  Management 
Center,  as  a  consultant.  “What  John 
brings  to  the  table  are  the  best  practices 
of  the  most  successful,  best  newspapers 
in  the  country,”  Falk  explains.  “We  use 
him  as  a  resource  to  understand  those 
best  practices.” 

Observers,  including  Will  Hearst,  be¬ 
lieve  the  Chronicle,  which  over  the  years 
has  had  an  image  problem  of  not  being 
taken  seriously,  despite  some  quality  jour¬ 
nalism,  has  a  chance  to  be  one  of  the  pre¬ 
eminent  newspapers  in  the  countrj’. 

“With  the  added  resources,  they  can 
provide  a  greater  sense  of  seriousness 
of  purpose,”  Stanford’s  Bettinger  notes. 
“It’s  a  chance  to  be  more  dominant 
journalistically.” 

The  Chronicle  is  generally  viewed  more 
as  a  regional  than  an  urban  paper.  Colum¬ 
nist  Carroll,  for  one,  believes  the  expand¬ 
ed  staff"  could  enhance  that  reputation. 

“It  would  not  hurt  to  beef  up  regional 
coverage,”  says  Carroll,  who  works  out 
of  his  home  in  Oakland.  “We  are  being 
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nibbled  at.  We  are  surrounded  by  Knight 
Ridder  and  other  chains.  Therefore,  if 
we  expanded  bureaus  it  would  be  a  way 
of  (A)  absorbing  personnel  and  (B) 
expanding  coverage.  Obviously,  there 
are  people  who  are  going  to  be  reluctant 
[to  work  in  bureaus]  —  it’s  a  person-by¬ 
person  thing.  But,  as  an  overall  strategy, 
it  ain’t  bad.” 

Falk  isn’t  discussing  specifics  —  perhaps 
they  don’t  yet  exist  —  but  Chronicle  readers 
can  expect  a  fatter  paper.  Despite  the 
recent  rapid  increase  in  the  cost  of  news¬ 
print,  Falk  says  an  expanded  staff  will 
translate  into  an  expanded  news  hole  and 
more  pages  for  the  Hearst  Chronicle. 
“There’s  no  doubt  the  news  hole  will  in¬ 
crease  and  it  could  increase  as  soon  as  Nov. 
22,  just  with  the  expansion  of  features  and 
comics,”  Falk  says. 


Bay  city  rolling 

While  the  new  Examiner  bubbles  with 
enthusiasm  for  what  could  be,  there  is 
mourning  for  what  was.  Launched  in  Bar¬ 
bary  Coast  San  Francisco  in  1887  by  its 
maverick  23-year-old  publisher,  William 
Randolph  Hearst,  the  Examiner  helped 
give  rise  to  both  investigative  and  yellow 
journalism.  Known  as  “Monarch  of  the 
Dailies,”  the  fact  that  it  is  passing  into 
new  hands  means  it  is  simply  passing 
away  in  the  eyes  of  many. 

“I  think  we’ll  all  miss  the  Examiner” 
says  Bronstein,  the  rumored  new  chief 
editor,  who  adds  that  the  fact  his  staff  has 
hung  in  there  amid  years-long  uncertainty 
is  “astonishing.”  The  Examiner  historical¬ 
ly  “has  been  a  feisty,  very  seat-of-the- 
pants  kind  of  place,”  he  says.  “We’ve  had 
less  resources  than  our  competitors  and 


we’ve  had  to  be  more 
resourceful.” 

Like  pulling  the  plug 
on  a  dying  patient  that  has 
suffered  too  long,  the  passing 
of  the  old  Examiner  will  bring  with  a 
certain  amount  of  relief,  however. 

“Because  of  this  impossible  situation, 
everyone  is  ready  for  a  change,”  Examiner 
columnist  Salter  says.  “As  much  as  we 
hate  —  and  I  mean  hate  —  losing  our 
identity,  everybody  wants  this  thing  to 
pop.  Let’s  get  on  vvdth  this.  Let’s  see  what 
we  can  make  out  of  it.” 

It’s  a  sentiment  that  is  shared  equally 
by  Ted  Fang  who,  incidentally,  will  serve 
as  his  own  editorial  page  editor.  “We  are 
going  to  have  a  newspaper  war  in  San 
Francisco,”  he  says.  “It  will  be  the  most  ex¬ 
citing  and  fun  to  watch  in  America.”  II 


T’s  HARD  TO  SAY  WHAT  SaN  FrAN- 
cisco  Examiner  founder  William 
Randolph  Hearst  would  think  of 
the  legal  morass  that  has  impeded 
the  staffs  of  the  Examiner  and  San  Fran¬ 
cisco  Chronicle  as  they  await  their  march¬ 
ing  orders  for  Nov.  22. 

But  his  grandson  —  William  Randolph 
Hearst  III,  “Will”  to  friends  —  doesn’t 
like  it  one  bit. 

While  Hearst  believes  the  newspaper 
company  bearing  his  surname  had  little 
choice  in  brokering  an  agreement  that 
gives  the  Fang  family  all  the  flexibility 
while  leaving  the  Hearst  Corp.  stuck  in 
neutral,  he  says  he  regrets  the  toll  that 
the  deal  has  taken  on  individuals  who 
have  been  left  wondering  how  their  jobs 
will  be  affected. 

“It’s  been  very  stressful  on  people  at 


j  both  the  Chronicle  and  the 
i  Examiner”  Hearst,  now  an 
j  Internet  entrepreneur,  tells 
!  E^P.  “These  are  very  high- 
quality  journalists,  and  I’m 
sure  their  frustration  level  is 
very  high.  It’s  a  damn  shame. 

But  I’m  hoping,  when  every- 
!  body  is  under  one  roof,  that 
will  be  forgotten  in  the 
interest  of  putting  out  a 
great  newspaper.” 

Hearst,  51,  editor  and 
publisher  of  the  Examiner 
from  1984  to  1995,  believes  The 
Washington  Post  and  The  New  York 
Times  are  the  greatest  newspapers  in 
the  United  States.  A  revamped  Chronicle 
combining  the  existing  staffs  of  the 
Examiner  and  Chronicle  will  join 


that  vaunted  list,  he  predicts. 

“The  Chronicle  is  a  great 
newspaper,  the  Examiner 
is  a  great  newspaper,  and  they 
have  interlocking  strengths,” 
he  says.  Hearst  specifically 
admires  the  Examiner  for  its 
tenaciousness,  design,  and 
arts  coverage,  while  he  praises 
the  Chronicle’s  sports  section 
and  its  regional  and  commu¬ 
nity  coverage. 

“You  almost  have  to  go 
section  by  section,”  he 
says.  “The  Chronicle’s  had  a  bigger 
staff  and  covered  a  bigger  area.  The 
Examiner  has  been  scrappier  and  the 
Chronicle  a  little  more  sedate.  Maybe 
a  slightly  energized  Chronicle  would  be 
a  good  thing.” 

Hearst  sits  on  the  Hearst  Corp.’s  board 
of  directors,  reads  the  San  Francisco 
papers  daily,  and  kept  close  tabs  on  the 
now-infamous  newspaper  antitrust  trial 
that,  among  other  things,  led  to  the 
suspension  of  Examiner  Publisher 
Timothy  White  and  a  condemnation 
of  Hearst  executives  by  U.S.  Di.<«trict 
Judge  Vaughn  Walker. 

Walker  blasted  Hearst  executives 
George  B.  Irish  and  Frank  A.  Bennack 
Jr.,  saying  both  men  were  aware  of 
White’s  “horse  trade”  overtures  to  San 
Francisco  Mayor  Willie  Brown  in 
exchange  for  favorable  editorial 
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Where  there  was  a  Will,  there 
was  a  way:  The  original  Daily 
Examiner  (above)  back  in 
1887.  Publisher  William 
Randolph  Hearst  (right, 
superimposed  on  a  1905 
front  page)  established  a 
twin  legacy:  crude  “yellow 
journalism”  and  muckraking 
for  social  change. 


Who  knows,  it  moy  give  you  a  "final  answer. 


coverage,  despite  Hearst 
denials  to  the  contrary. 

“These  denials  are  not  ' 

credible,  and  the  court  does 

not  believe  them,”  Walker  wrote  '"x  1 "  i 

in  a  decision  allowing 

the  $660-million  Chronicle 

sale  from  the  de  Young 

family  to  Hearst. 

“The  suggestion  that  Frank 
Bennack  would  compromise 
the  editorial  quality  of  the  s 

[Examiner']  is  utterly  false,” 

Hearst  says.  “I  worked  for  him 
for  10  years.  And  I’ve  been  in 
situations  where  we’ve  had  the  saiilSt 
opportunity  to  compromise  and 
he  never  took  it.  So  I  say  ‘bull’  to  anybody 
who  doesn’t  think  that  Frank  Bennack 
isn’t  a  good  newspaperman.” 

Hearst  couldn’t  vouch  for  Irish  because 
he  never  worked  with  him.  “I  just  don’t 
have  any  information  on  what  George 
knew  and  when  he  knew  it.” 

Although  Hearst  himself  was  once 
rumored  to  be  in  the  running  for  the 
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publisher’s  job,  he  says  he  is  quite  happy 
as  a  partner  with  Kleiner,  Perkins, 
Caufield  &  Byers,  a  leading  Internet 
venture-capital  firm  active  in  California’s 
Silicon  Valley. 

“I’ve  got  my  hands  full  right  now',” 
Hearst  says.  “But  I’m  certainly  a  fan  of  the 
[Chronicle]  and  would  help  in  any  w'ay.” 

—  Joel  Davis 
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WHERE  BOTH  SAN  FRANCIS¬ 
CO  dailies  have  infinite 
news  holes  are  on  their 
Web  sites. 

At  the  San  Francisco  Chronicles 
main  Web  site  (http://www.sfgate.com), 
Robert  S.  Cauthorn,  former  director  of 
new  technology  at  the  Arizona  Daily 
Star  in  Tucson  and  most  recently  a 
new-media  guru  for  Hearst  Newspapers, 
has  been  named  vice  president  of  digital 
operations.  Cauthorn,  44,  is  vowing  to 
“expand  the  reach”  of  the  site.  He  says  it 
is  premature  to  predict  whether  the 
Chronicle  will  continue  to  produce  two 
Web  sites  —  the  paper  currently  feeds 
content  on  a  straightforw'ard  Chronicle 
site  (http://www'.sfgate.com/chronicle) 
and  the  more  hip  SF  Gate.  But  he  did 
express  admiration  for  SF  Gate. 

“The  Gate  a 
fabulous  site  right 
now,”  he  says.  “One 
thing  I  don’t  w'ant  to 
fiS  do  is  disrupt  what  it’s 
done.  We  just  want 
to  more.” 

John  Coate, 
current  general 
manager  of  SF  Gate 
and  the  man  credited 
with  giving  it  its 
visionaiy/irreverent  flavor,  will  continue 
to  be  general  manager,  only  now  he  will 
be  reporting  to  Cauthorn.  “I’m  going  to  be 
actively  involved”  with  SF  Gate,  Cauthorn 
says.  “But  I  respect  John  immensely.  As 
far  as  I  am  concerned,  he  remains  the 
general  manager.” 

Coate  says  he  is  still  learning  how 
Cauthorn’s  appointment  will  impact 
his  position  as  SF  Gate’s  creative  force. 
“The  roles  and  responsibilities  are  all 
getting  figured  out,  and  I’m  just  not 
sure  right  now  what  it  all  means  for 
me,”  Coate  says. 

SF  Gate  is  one  of  the  few  major  daily 
newspaper  online  sites  that  is  entirely 
free,  including  free  access  to  archived 
articles  dating  back  to  1995.  Falk 
wouldn’t  say  whether  SF  Gate,  which 
lost  about  $1  million  in  1999,  will 
eventually  charge  users,  but  he  hinted 
it  would  not. 

“We  have  a  business  plan  that  calls  for 
significant  revenue  growth  on  the  Gate, 


Ted  Fang’s  burning  passions.  However, 
his  sister-in-law,  Angela  Fang,  is  a  Web 
wizard  who  will  run  eXaminer.com 
(http://www’.examiner.com),  and  Martha 
Steffens,  whose  portfolio  includes  the 
title  of  vice  president  of  content,  is  said 
to  be  Web-sav'vy.  She  says  the  existing 
eXaminer.com  site  is  going  to  be 
reconstructed  for  faster  downloading 
and  will  feature  new  and  archived 
content  that  will  initially  be  free. 

“EXaminer.com  will  look  a  lot  like  it 
does  now,  but  there’s  going  to  be  new  stuff 
on  the  site,”  Steffens  says,  adding  that  the 
site  will  not  include  links  to  the  other 
Fang  papers.  —  Joel  Davis 


but  at  the  con- 
sumer  level,”  he  says. 

“Our  goal  is  to  sig- 
nificantly  increase 
traffic  on  the  Gate. 

The  Gate  has  grown 
40%  to  50%  eveiy' 

year  for  the  past  four  ^ 

years.  We  expect  that  ~ 

growth  to  double  v 

°  „  Martha  Steffens,  eX 

next  year.  marks  the  spot. 

As  for  the  Fangs, 
there  is  nowhere  to 

go  but  up  in  that  the  family  has  had  little 
or  no  Web  presence  with  its  existing 
papers  and  the  Internet  is  not  one  of 


SF  Gatekeeper: 
General  Manager 
John  Coate 


and  will  be  crafted  by  a  20-member  news 
team  from  the  merged  Chronicle  and  old 
Examiner. 

“I  think  you  want  something  out  there 
that  people  differentiate,”  says  current  Ex¬ 
aminer  Executive  Editor  Phil  Bronstein. 
He  stresses,  however,  that  the  afternoon 
Chronicle  won’t  necessarily  be  the  domain 
of  merged  or  displaced  Examiner  staffers. 
“We  don’t  want  to  continue  to  Balkanize 
people  because  this  will  be  a  merged 
staff,”  he  says.  “We  don’t  want  people  to 
feel  the  Examiner  people 
will  continue  to  do 
something  in  the  af- 
ternoon,  and  the 
Chronicle  people 
will  continue  to  do 
something  in  the 
morning.”  '! 

—  Joel  Davis 


The  Hearst  Corp.-owned  San 
Francisco  Chronicle  is  rolling  out 
an  afternoon  edition,  the  first  of 
what  figures  to  be  many  counterattacks  in 
the  heated  Bay  Area  newspaper  battle. 

Eilling  a  void  that  will  be  created 
when  the  Eang  Examiner  converts  to 
the  morning  cycle  Nov.  22,  the  afternoon 
version  of  the  Chronicle,  slated  to  make 
its  debut  the  same  day,  will  be  targeted 
at  commuters. 

“It  will  be  a  significantly  made-over 
Chronicle”  following  the  a.m.  edition,  says 
Steven  Ealk,  head  of  the  business  arm  of 
the  Chronicle.  He  adds  that  the  p.m. 
edition  will  highlight  late-breaking 
news,  sports,  and  business. 

While  Falk  and  other  Chronicle  execu¬ 
tives  didn’t  outline  specifics,  a  Chronicle 
source  tells  E^P  that  the  afternoon  edi¬ 
tion  will  have  a  20,000-copy  press  run 
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INSIDE:  Who  let  the  :CueCats  out?  Print/online  linkage  starts  slowly 
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readers  like  yours  to 
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over  1400  newspapers  in 
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people  are  re-discovering 
newspapers  online.  So 
are  industry  profession¬ 
als,  for  that  matter.  Fast, 
easy  Internet  publishing 
can  be  profitable,  after 
all.  And  there's  nothing 
funny  about  that. 
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were  supposed  to  take  users  straight  to 
deeply  embedded  Web  pages,  saving  them 
time  searching  the  Net  and  keying  in  long 
URLs.  But,  in  many  cases,  users  were  just 
being  routed  to  advertisers’  home  pages. 

“Nobody’s  started  from  the  consumer 
need,”  said  Daniel  O’Brien,  senior  analyst 
with  Forrester  Research.  “They’re  all  start¬ 
ing  fiom  the  marketer’s  point  of  view.” 

Wall  Street  Journal  technology  coliunnist 
Walter  S.  Mossberg  said  the  product  failed 
the  tests  of  both  usefulness  and  conven¬ 
ience.  He  concluded  that  “for  now,  the 
iCueCat  isn’t  worth  installing  and  using, 
even  though  it’s  available  free  of  charge.” 

The  Providence  Journal,  which  is  Belo- 
owned  and  usually  publishes  Mossberg’s 
coliunn,  didn’t  run  this  one,  causing  contro¬ 
versy  that  drew  national  attention.  Execu¬ 
tive  Editor  Joel  P.  Rawson  explained  that  he 
decided  to  delay  running  the  column  until 
Nov.  12,  when  the  Journal  launches  the 

,  :CueCat,  so  readers  can 
f  ^  see  the  product  in  con- 

I  text.  He  said  he  plans  to 
k  include  other  views,  too, 
9  ^  including  his  own. 

^ “What  I  want  people  to 
^  do  is  judge  what  The 
Providence  Journal 
^  does  with  this  device,” 
ML  he  said. 

^  ^  M  <  Privacy  also  has  been 

issue.  The  ’Cat  re- 
quires  each  user  to  pro- 
^  vide  his  or  her  age,  sex, 
^  I  and  ZIP  code,  which 

y  f'  prompted  concerns  that 

g  ^  \  Digital:Convergence 

t  ^  would  use  the  data  to 

f  i  track  online  activity;  the 

^  j  company  said  it’s  only 

^  collecting  the  data  for 

s. - i  advertiser  purposes. 

e  the  mouse”?  surprising, 

swipers  have  tended  to  be  males  ages  25  to 
34  living  in  high-income  ZIP  codes. 

Belo,  after  rolling  out  the  ’Cat  amid  a 
major  multimedia  ad  campaign,  isn’t 
commenting  on  the  rollout,  lest  it  be  seen 
as  promoting  DigitaliConvergence’s  initial 
public  offering  (IPO),  set  to  take  place 
before  April.  The  U.S.  Securities  and 
Exchange  Commission  frowns  on 
“gun-jumping”  during  the  quiet  period 
that  precedes  an  IPO. 

But  DigitaliConvergence  is  ready  with 
answers  to  its  critics.  It  believes  untethered 
scanners  in  the  form  of  a  key  fob  and  pen 
coming  out  later  this  year  will  solve  the  con¬ 
venience  problem,  and  links  will  improve  if 
Web  sites  aren’t  getting  a  response,  said 


Wall  Street  types  seemed  intrigued  by  the 
presentation.  The  technology  supposedly 
would  enhance  the  value  of  printed  news¬ 
papers  and  advertising,  for  which 
Belo  would  charge  a  premium. 

Now,  fast  forward  four  months  to 
September. 

That’s  when  the  :CueCat  rollout  began, 
first  by  Forbes  magazine,  then  by  Belo’s  flag¬ 
ship,  The  Dallas  MornirigNews.TexlKnolo- 
gy  critics  pounced  on  the  ’Cats,  calling  them 


But  Belo  hopes  its  cute 
new  scanner,  linking  print 
to  the  Web,  has  nine  lives 


SIX  MONTHS  AGO,  BeLO  EXECU- 
tives  gathered  financial  analysts 
to  unveil  the  company’s  biggest 
and  most  important  Internet 
investment  to  date,  using  what  was  called 
“the  biggest  computer  innovation  since 

the  mouse.”  m-, — — - 

In  a  demonstration  [  . "  y. 

employing  bar  codes  on  !  *  / 

soup  cans,  Belo  showed  f 

how  it  was  going  to  /  ^  ^  w 

make  its  newspapers  f 

and  TV  stations  seamless  i-  f  ^ 
with  the  Internet.  The  - 

technology  came  from  g  ^4 

Digital:Convergence  § 

Corp.,  a  privately  held  m 

Dallas  company  in  which  r 

Belo  bought  a  $37.5- 
million  stake. 

The  company  makes  i 

scanners  that  can  call  up  \ 

Web  pages  when  swiped 

across  bar  codes  on  con-  ^ 

sumer  products  such  as 

canned  goods  —  or,  in 

Belo’s  case,  newspapers  ^ 

and  TV  screens.  Digital:-  '• - 

Convergence  said  its  Digital:Convergei 

feline-shaped  rCueCat  scanner,  as  it  is  cute¬ 
ly  called,  represented  a  mouselike  advance, 
and  likened  it  to  “a  global  positioning  s>-s- 
tem  for  the  Internet.” 

Old-media  companies  such  as  Belo  have 
been  searching  for  ways  to  ensure  their 
long-term  viability  as  eyeballs  drift  to  the 
Internet.  The  industry  approach  has  been 
to  create  online  versions  of  newspapers  and 
form  online  classified  advertising 
consortia  while  investing  in  early-stage 
Internet  companies. 

DigitaliConvergence  now  appeared  to 
offer  a  way  to  tie  print  and  Web  operations 
more  directly  than  ever  before.  For  Belo,  it 
could  be  the  magic  bullet  the  company 
needed  to  improve  its  ailing  stock  price. 
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Don  Welsh,  president  of  DigitaJiConver- 
gence’s  publishing  group. 

BAR-HOPPING 

In  Milwaukee,  Journal  Communications 
hopes  to  avoid  some  of  the  early  mistakes  as 
it  prepares  to  go  bar- 
code-wild  at  its  Milwau¬ 
kee  Journal  Sentinel  and 
sister  TV  station  WTM  J 
on  Dec.  15. 

The  company  is  work¬ 
ing  to  create  compelling 
news  links,  taking 
advantage  of  its  multi- 
media  properties,  and 
encouraging  advertisers  to  link  to  some¬ 
thing  other  than  their  home  pages. 

In  Dallas,  Belo  sent  out  350,000  ’Cats  to 
Morning  News  subscribers  at  a  cost  of  $2 
each,  the  vast  majority  of  which  have  gone 
unused,  but  for  rollouts  in  Milwaukee  and 
elsewhere,  people  will  have  to  go  pick  up 
the  ’Cats  themselves  at  RadioShack  outlets. 
(RadioShack  Corp.  also  is  a  DigitaliConver- 
gence  investor.)  The  hope  is  that  a  wanted 
product  will  have  a  higher  installation  rate. 

“A  lot  of  people  got  it,  but  didn’t  know 
what  it  was,”  said  Pat  Stiegman,  vice  presi¬ 


“It  makes  more 
sense  to  get  the 
’Cat  into  hands 
of  proactive  users. 


dent  of  Journal  Interactive.  “One  of  the  les¬ 
sons  we’ve  learned  from  [Dallas]  is ...  it 
makes  more  sense  to  get  the  ’Cat  into  the 
hands  of  proactive  users.” 

Stiegman  admitted  that  the  ’Cat’s  early 
reviews  gave  Journal  Communications 
pause,  and  said  the 
company  doesn’t  expect 
to  make  a  huge  amount 
of  money  from  it.  Still, 
he  said  the  company  is 
“cautiously  optimistic” 
that  the  ’Cat  will  do 
well,  and  rejects  criti¬ 
cism  that  it’s  too  habit¬ 
changing.  “It  may  not 
be  the  most  natural  thing  to  sit  and  read  a 
newspaper  in  front  of  a  computer,”  he  said. 
But,  he  pointed  out,  the  computer  still  has 
to  be  engaged  at  some  point,  regardless  of 
the  scanning  device.  “To  look  at  a  Web  site, 
you  still  have  to  go  to  a  computer.” 

SWIPE  OUT 

Despite  the  criticism.  Digital: Conver¬ 
gence  maintains  that  response  to  the  ’Cat 
has  been  better  than  expected.  As  of  Oct. 

31,  more  than  900,000  have  been  installed 
nationwide  and  8.8  million  swipes  have 


—  PAT  STIEGMAN 

Journal  Interactive 


been  recorded.  The  company  claims  that 
!  Forbes  advertisers  using  the  bar  codes  are 
getting  as  many  as  40  times  more  Web  hits 
than  before  the  ads  ran.  In  Dallas,  more 
than  100,000  ’Cats  have  been  installed, 
and  users  are  swiping  bar  codes  at  a  rate 
of 2,000  a  day. 

But  if  the  ’Cat  hasn’t  achieved  critical 
mass  with  readers  —  well,  advertisers 
haven’t  signed  on  en  masse,  either.  Only  a 
few  bar-coded  ads  have  run  in  the  Morning 
News,  which  charges  a  $200  premium  per 
ad.  Welsh  said  these  will  grow  as  the  idea 
catches  on  with  national  advertisers,  which 
tend  to  have  sophisticated  Web  sites. 

One  of  the  few  :CueCat  advertisers  in 
Dallas  is  John  Eagle  Lincoln  Mercury 
Isuzu,  which  employed  the  bar  codes  to  link 
to  online  photos  of  used  cars  listed  in  its  ad. 
The  bar  code  was  a  way  to  provide  more 
information  and  is  starting  to  pay  off,  said 
General  Manager  Sonny  Morgan.  Hits  to 
the  site  are  up  10%  since  the  ad  started  run¬ 
ning,  presumably  a  result  of  swdpers.  and 
has  been  a  factor  in  at  least  one  sale.  “It 
made  me  feel  real  good,”  Morgan  said. 

But  he  seems  to  be  the  exception.  Ad 
agencies  said  they  haven’t  had  much  suc¬ 
cess  selling  it  to  their  clients.  “Our  clients 
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are  very  skeptical  about  it  because  it’s  new” 
said  Kari  Shepherd  of  JWG  Associates  Inc., 
a  Dallas  ad  firm  that  specializes  in  recruit¬ 
ment  advertising. 

Jim  Poluilds,  general  manager  of  Sewell 
Motor  Co.  in  Dallas,  tried  the  ’Cat  in  hopes 
it  will  eventually  drive  people  to  his  site,  but 
wasn’t  thrilled  about  paying  extra  for  an  un¬ 
proven  technology  and  losing  ad  space  to 
the  bar  code.  “One  of  two  things  is  going  to 
happen,”  he  said.  “Either  it’s  going  to  start 
catching  on  or  it’s  going  to  be  the  first  eight- 
track  of  the  21st  century.” 

Even  those  who  have  doubts  about  the 
’Cat’s  prospects  give  Belo  and  its  other 
backers  credit  for  trying  something  new. 

“Putting  my  consumer  hat  on,  I  can’t  see 
using  it  anytime  soon,”  said  Leland  Wester- 
field,  media  analyst  with  UBS  Warburg. 
Nevertheless,  he  said,  he’d  rather  see  com¬ 
panies  taking  a  chance  on  unproven  tech¬ 
nology  than  sitting  by,  the  Internet 
shakeout  notwithstanding.  “No  one  should 
...  [think]  we  can  run  our  companies  as  we 
have  for  the  last  100  years,”  he  said. 

WHO  UT  THE  CATS  OUT? 

Web-to-print  experiments  are  gathering 
speed  elsewhere.  Charleston,  S.C.-based 
GoCode  Inc.  is  putting  bar  codes  in  The  Post 


and  Courier  in  Charleston,  S.C.,  and  The 
Gazette  in  Colorado  Springs,  Colo.  They  are 
read  by  a  tethered  scanner,  although 
GoCode  is  working  on  a  wireless  one. 

A  newspaper  launched  in  the  Nether¬ 
lands  this  August,  News.nl,  is  adopting 
similar  technology  called  JumpCode  from 
Minneapolis-based  jumptech.com. 

In  a  promising  twist,  a  company  called 
findtheDOT  in  Oakland,  Calif.,  is  introduc¬ 
ing  a  cigarette-lighter-size  wireless  box  de¬ 
signed  to  attach  to  a  keychain.  Users  tap  on 
a  printed  dot  and  the  Dotfinder  device,  as 
it’s  called,  sends  encoded  information  from 
the  dot  to  the  user’s  PC.  The  user  then  re¬ 
ceives  an  e-mail  message  or  page  from  the 
advertiser  or  publisher  containing  the  re¬ 
quested  information.  The  device  will  be 
free,  but  is  expected  to  be  sold  in  stores  as 
well,  for  an  estimated  $39. 

But  it’s  Digital:Convergence,  with  its  big 
backers  and  advertising  blitzes,  that’s  gotten 
most  of  the  attention  so  far.  Founder  J.  Jo- 
van  Philyaw  is  known  more  for  his  market¬ 
ing  acumen  than  his  technology  know-how. 
Pre-Digital:Convergence,  Philyaw  was 
pitching  \vindshield  wipers  and  writing  in¬ 
fomercials.  He  created  the  marketing  cam¬ 
paign  that  helped  propel  Susan  Powter  to 
fitness  fame,  according  to  his  company. 


You  ensure  readership  by  delivering 
your  newspaper  daily  -  don  t  your 
web  pages  deserve  the  sameP 

to  m  it  daily"  I  1 

VP/Interactive,  I 


Over  84%  of  the  average  newspaper's  circulation  comes  from  home  delivery. 
Deliver  your  web  content  direct  to  the  reader,  too.  Start  your  web  pages' 
digital  circulation  today  using  PublishMail's  e-mail  delivery  system. 

Get  daily  digital  deitvery  •  Call  Vin  Cmbie  at  1.203.863.9405 


MAIL 


1 .203.863.9405  •  sales@publishmail.com  •  www.publishmail.com 


16  EAP  INTERACTIVE  NOVEMBER  13,  2000 


In  the  mid-1990s,  Philyaw  created  Net- 
Talklive!,  a  radio  talk  show  aimed  at  de¬ 
mystifying  the  Internet  for  average  users. 
According  to  DigitalrConvergence,  it  was 
listener  response  to  the  show  that  made 
PWlyaw  see  the  need  for  a  way  to  bring 
many  sources  of  information  together. 

In  Philyaw’s  marketing-driven  style, 
Digital:Convergence  has  enlisted  “The 
Simpsons”  characters  to  promote  the  ’Cat 
in  an  upcoming  ad  campaign.  But  it’ll  take 
more  than  great  marketing  for  these  print- 
to-Web  technologies  to  become  more  than 
just  novelties  for  techies.  Devices  will  have 
to  be  easy  to  use  and  provide  real  value,  not 
just  advertising  messages.  Wireless  devices 
are  on  the  way,  but  these  may  not  be  free, 
and  it  remains  to  be  seen  if  people  will  be 
willing  to  pay  for  them.  Companies  also  will 
have  to  guarantee  users’  privacy. 

Today’s  technology  seems  to  be  far  from 
providing  a  solution  to  the  easy  ad  link 
problem.  Charleston’s  Post  and  Courier,  for 
example,  is  still  struggling  with  producing 
the  bar  codes  on  deadline  and  waiting  for  a 
wireless  device  to  come  out.  “The  technolo¬ 
gy  is  fascinating.  It’s  just  not  practical,”  con¬ 
ceded  Larry  Tarleton,  assistant  publisher. 

Until  that  changes,  there’ll  be  no  escap¬ 
ing  those  pesl^  URLs.  —  LUCIA  MOSES 


KICKING  THE  TIRES, 
OFFUNEANDON... 

CARS.COM,  THE  AUTOMOTIVE  WEB 
site  powered  by  Chicago-based 
Classified  Ventures  Inc.,  has  beefed  up 
its  used-car  sales  section  with  BestOffer's 
mobile  vehicle  inspection. 

BestOffer,  based  in  San  Francisco,  pro¬ 
vides  technicians  who  will  travel  to  inspect 
a  used  car  for  buyers  and  sellers.  The  sell¬ 
er's  vehicle  inspection  is  posted  online 
with  digital  photos  and  results  of  a  vehi¬ 
cle's  background  check.  A  used  car  in¬ 
spected  by  BestOffer  will  be  added  to 
cars.com  and  its  newspaper  affiliate  sites' 
section,  “Sell  Your  Car.” 

BestOffer  currently  operates  in  the  San 
Francisco  Bay  Area  and  Los  Angeles,  but 
will  expand  to  cover  Sacramento  and  San 
Diego  as  part  of  the  deal.  California  sites 
getting  the  added  features  include  those 
of  the  “Los  Angeles  Times,”  “The  Sacra¬ 
mento  Bee,”  “The  San  Diego  Union-Trib¬ 
une,”  and  the  “San  Jose  Mercury  News.” 
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IF  YOU’RE  NOT  GIVING  CUSTOMERS 
TIMELY,  ACCURATE  CONTENT, 

YOU’RE  HISTORY. 

Nothing  is  older  than  yesterday’s  content.  And  newspaper  publishers  are  realizing  that  content  production  systems 
that  handle  editorial  production  and  web  content  management  are  the  best  way  to  stay  current.  Only  Openpages 
offers  a  true  end-to-end  content  production  solution.  Allowing  publishers  to  create,  manage  and  deploy  content 
to  any  channel  -  print,  web  or  wireless.  Our  software  lets  users  create  with  familiar  desktop  tools,  and  handle  complex 
processes  like  versioning,  approvals  and  dynamic  pagination.  See  why  some  of  the  world’s  largest  publishers  work 
with  us.  Visit  openpages.com/past  today.  Before  you  become  old  ne\«s. 


openpages.com 


i.1  openpages 

Managing  content.  Delivering  customers. 
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time.  The  Relevator™  platform  of  services  from  FizzyLab  reads  what  your  users  are 

enable  users  to  track  subjects  they're  interested  '  ,  ' 

^  ,  I*  I  Fizzy - -  . 

interest  of  your  users  and  profit  in  the  process.  ‘  v  ^  The  content  capitalization  Engine 
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Fans  of  Arizona  band  Haggis  can  really  get 
downdoads)  at  their  local  paper’s  Web  site. 


It’s  music  f^r  nothing  and  hits  for  free 
as  local  bands  turn  to  newspaper  sites 
acToss  the  country  to  reach  new  fans 


BY  WAYNE  ROBINr 

H£  BAND  CALLED  HaGGIS 
hfes  been  No.  1  for  enough 
weeks  to  be  considered  a 
rock  n’  roll  phenomenon. 
Yet  they’re  nowhere  to  be  found 
on  the  Billboard  Top  200  album 
charts,  and  their  CDs  would  be 
difficult  to  find  in  a  natiC^al 
search  of  Tower  Records  stores. 

But  Haggis  rules  just  the  same 
—  on  the  local  bands’  MP3  down¬ 
load  chart  at — -azcentral.com 
(http://www.azcentral.conT),  the 
Web  affiliate  of  The  Arizona  Re¬ 
public.  Located  in  the  site’s  enter¬ 
tainment  section  (with-  the 
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streetwise  name,  The  Rep),  the  message 
is  clear:  This  isn’t  your  grandmother’s 
Arizona  Republic. 

And  the  Republic  is  not  alone  in  estab¬ 
lishing  a  new  “rep”  for  itself  with  music. 
Between  Albuquerque  and  Boston,  from 
St.  Paul  to  Providence,  daily  newspapers 
have  been  using  their  sites  to  promote 
local  musicians  with  various  features, 
such  as  downloads  and  directories. 

“We  wanted  to  keep  everything  that  was 
great  about  a  newspaper,  but  add  to  it,” 
says  Mike  Coleman,  a  marketing  and 
promotion  manager  for  azcentral.com 
and  The  Arizona  Republic  in  Phoenix. 

There  are  now  more  than  100  artists  on 
the  azcentral.com  site,  in  more  than  a 
dozen  categories  including  alternative, 
blues,  classical,  country,  fimk,  jazz,  rap, 
rock,  techno,  and  world.  “We  have  one 
staff  member  who  spends  about  10  hours  a 
week  contacting  local  bands,  encouraging 
them  to  get  on  the  site,”  Coleman  reports. 

Though  the  conventional  wisdom  seems 
to  be  that  online  music  is  one  way  to  bring 
younger  readers  to  the  newspaper,  or  at 
least  the  newspaper’s  Web  site,  anecdotal 
experience  argues  that  participants  aren’t 
just  kids.  “It’s  reached  the  housewives  and 
Mr.  Moms,  due  to  the  print  edition  cross- 
promoting  the  Web  site,  and  vice  versa,” 
says  Haggis’  bass  player,  a  young  man 
known  only  as  Moon.  “That  —  and  with 


the  Napster  fiasco  —  everyone  knows 
about  MP3  files.” 

A  LOCAL  SPIN 

The  Boston  Globe's  Boston.com  (http:// 
w'ww.boston.com)  may  have  achieved  the 
most  critical  mass  of  music  among  dailies. 
Having  started  offering  MP3  downloads  a 
year  and  a  half  ago,  it  has  something  like 
700  local  musicians  accessible  on  the  site. 
(MP3  is  a  file  format  for  sound,  as  JPEG  is 
a  file  format  for  photos.)  One  goal  was  to 
make  “everything”  about  Boston.com  local, 
says  Stephanie  Shore,  marketing  director 
for  Boston.com. 

A  short  drive  from  Boston  on  Interstate 
95,  The  Providence  JoumaTs  projo.com 
also  puts  an  emphatic  local  spin  on  the 
Rhode  Island  music  scene.  Go  to  http:// 
www.projo.com/music  and  you’ll  find  fea¬ 
tures  such  as  “Local  Band  of  the  Day,”  an 
index  of  local  bands,  a  local  music  bulletin 
board,  and  even  an  electronic  mail  petition 
campaign  to  convince  Rhode  Island  club 
owners  to  book  bands  to  perform  live  mu¬ 
sic  in  the  early  evenings  as  a  service  to  fans 
and  musicians  who  have  to  get  up  and  go 
to  day  jobs  in  the  morning. 

Projo.com’s  music  site  has  a  mission 
statement  that’s  unusually  compelling 
coming  from  a  mainstream  new'spaper 
company:  “To  Spread  the  Music.  Because 
We  Can.” 


“The  words  are  technologically  true,” 
says  Sheila  Lennon,  features  and  interac¬ 
tive  producer  for  projo.com.  “An  encoded 
audio  file  is  just  information.  The  MP3 
format  compresses  big  audio  files  enough 
to  transfer  them  speedily  at  today’s  band- 
widths.”  But  Lennon  admits  there’s  a  good 
deal  of  pride  behind  the  slogan  as  well. 

“We  can  spread  the  music  because  we’re 
the  Journal,  we  have  resources,  we’ll  even 
rip  [or  create  audio  files  for]  your  CD  for 
you,  if  you  don’t  know  how.” 

There  are  good  reasons  for  The  Provi¬ 
dence  Journal  and  its  Web  site  to  marry 
music  and  technology.  The  Journal  is  a  Belo 
newspaper,  and  therefore  has  a  heavy  in¬ 
vestment  in  Digital: Convergence’s  :CueCat 
technology  (see  story,  p.  i3).  “The  impend¬ 
ing  Digital:Convergence  launch  has  editors 
thinking  in  terms  of  value-added,  Web-only 
multimedia  features  to  accompany  stories, 
and  the  music  site  has  already  broken  that 
ground,”  Lennon  explains. 

In  addition,  she  says,  there  is  a  constant 
flow  of  shared  content  between  the  Jour¬ 
nals  print  edition  and  projo.com.  “The 
print  side  offers  fresh  local  content,” 
Lennon  says,  pointing  to  weekly  “Band 
Spotlight”  and  “Classical  Spotlight” 
columns;  club  listings;  and  news  stories 
and  reviews. 

One  striking  aspect  about  these  local 
band  initiatives  is  the  role  reversal 


How  do  you  get  to 
the  Fiesta  Bowl? 
Practice.  The 
Zack  Phillips 
Band  plays  at  the 
stadium’s  block 
party  in  Tempe, 
Ariz. 

Azcentral.com  is 
gearing  up  to 
make  live  videos 
of  performances 
such  as  this,  but 
for  now  music 
lovers  will  have  to 
settle  for  audio 
downloads.  It's 
10  o'clock:  Do 
you  know  your 
band’s  band¬ 
width? 
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between  the  artists  and  the  media  outlets. 
Before  the  Internet,  local  musical  artists 
without  major  label  contracts  would  move 
mountains  to  wheedle  and  cajole  the  most 
parsimonious  mention  in  newspaper  en¬ 
tertainment  sections. 

The  mountains  are  now  coming  to  them. 

“We  started  with  marketing  initiatives,” 
says  Shore  of  Boston.com.  “We  gave  out 
postcards  soliciting  music  at  local  shows, 
advertisements  in  local  music  magazines, 
as  well  as  with  mentions  in  the  Friday 
Boston  Globe  music  section.” 

It  was  much  the  same  stoiy’  in  Provi¬ 
dence,  beginning  with  “an  advertising 
push  in  print  and  on  radio,”  Lennon  of 
projo.com  says.  “Little  boxes  in  the  news¬ 
paper  offered  musicians  a  place  to  pro¬ 
mote  their  music.  The  marketing  folks  ran 
a  booth  with  live  demos  of  the  site  (with 
local  bands  playing  out  of  the  PC  speakers) 
at  the  Gravity  Games  here  in  July,  and  at 
the  Rhode  Island  Monthly  block  party  in 
August,”  but  it’s  largely  been  promoted  via 
mentions  in  the  weekend  entertainment 
section  of  the  paper. 

HITS  AT  FIRST  SITE 

While  these  sites  have  succeeded  at  gen¬ 
erating  buzz,  azcentral.com  seems  to  have 
galvanized  its  regional  music  community 
in  a  relatively  short  time. 

“It  took  quite  a  bit  of  work,”  says 
Coleman  of  azcentral.com.  The  band 
site,  launched  last  summer  vdth  40 


From  the  fumes 
of  the  somewhat 
famous  Gin 
Blossoms  rise 
the  Gas  Giants. 
Their  big-time 
wannabe  label, 
Atomic  Pop,  bit 
the  dust.  So 
what  could  be 
better  than  to  go 
back  home  to 
Arizona  and 
make  some 
downloads 
available  for 
loyalists  on 
azcentral.com. 
E-mail  the  Web 
site  and  ask  its 
masters  to  add 
the  G.G.’s  tune, 
“I  Hope  My 
Kids  Like 
Marilyn 
Manson." 


Arizona  artists.  “We’ve  received  about 
6,000  page  views  per  week  in  the  MP3 
area  of  our  site,  which  is  not  earth- 
shattering,  but  we’re  pretty  happy  with 
it,  since  that  area  of  the  site  has  only 
been  around  since  July,  and  the  numbers 
are  steadily  increasing  each  month.” 

Marketing-sawy  musicians,  such  as  those 
in  Haggis,  saw  the  potential  immediately. 
“The  folks  at  azcentral  contacted  us,  told  us 
of  their  vision,  and  we  immediately  jumped 
at  the  chance  to  be  a  part  of  it  from  the 
inception,”  says  bass  player  Moon.  “It’s  great 
to  have  something  like  this  going 
and  growing  in  one’s  own  back  yard.” 

Haggis  appears  to  be  azcentral.com’s 
biggest  hit.  The  site  maintains  a  weekly 
top  10  list  of  most  popular  downloads,  and 
Haggis  has  led  the  pack  for  three  months. 
It’s  got  a  lock  on  first  and  second  place 
with  “Turpentine”  (6,417  downloads  at  last 
count)  and  “Humming”  (5,468).  Not  too 
far  behind  in  third  and  fourth  place  is  Idle 
Bind  (5,331  downloads  of  “She  Said”  and 
4,345  of  “Sundays”).  Truckers  on  Speed, 
with  tracks  in  seventh  and  eighth  place, 
seems  stuck  in  Haggis/Idle  Bind  gridlock. 

“Due  to  our  exposure  on  azcentral.com, 
we  receive  a  lot  more  calls  for  potential 
gigs,  lots  of  people  wanting  more  infor¬ 
mation  on  what  Haggis  is  all  about,  A&R 
people  from  record  labels,  management 
companies,  magazines,”  Moon  says.  “We 
sell  out  of  our  ‘Got  Haggis?’  merchandise 
on  eBay  all  the  time  to  people  all  over  the 
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Now  you  can  access  your 
stories,  photos  and  graphics  from 
The  Associated  Press  on  one 
convenient  Web  site.  We  call 
this  new  service  “YourAP.” 


For  the  first  time,  you  can  have 
desktop  access  to  all  your  AP  services. 
No  more  trips  to  your  photo  depart¬ 
ment  to  see  the  day’s  pictures  — 
YourAP  brings  the  photos  to 
any  desktop  in  your  newsroom. 

YourAP  is  a  companion  to  the 
regular  AP  wires  that  enter  your 
newspaper’s  computer  system. 
Stories,  photos  and  graphics  appear 
on  YourAP  at  the  same  time  they 
clear  the  regular  wires.  If  you  need 
an  item  repeated,  YourAP  enables 
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United  States.”  And,  he  adds,  “This  is  just  j 
the  tip  of  the  iceberg,  when  you  figure  ! 
into  the  equation  that  this  site  has  been 
around  for  only  three  months  and  con¬ 
tinues  to  evolve  and  open  more  and  more 
doors  for  everyone  that  has  taken  the 
time  to  get  involved  with  it.” 

Well,  maybe  not  everyone.  Which  is 
why  each  of  these  sites  spells  out  in  some  j 
detail  what  these  audio  files  are,  and  ! 
makes  clear  the  obligations  of  both  musi-  I 
cians  and  listeners.  “Every  MP3  file  on 
MP3@Boston.com  has  been  placed  here  I 
by  the  song’s  performer  or  representa-  [ 
tive,”  the  site’s  information  section  states.  I 

“MP3s  are  not  illegal,”  as  Boston.com  ! 


puts  it.  “Cars  are  not  illegal,  but  stealing 
a  car  that  doesn’t  belong  to  you  and  then 
trying  to  sell  it  is.  It’s  the  same  with 
MP3s.”  All  the  newspaper  Web  sites  (as 
well  as  purely  musical  sites  such  as 
MP3.com)  allow  the  user  to  download  a 
song  to  his  or  her  computer.  But  you 
can’t  (or  shouldn’t)  “burn”  it  to  your  own 
compact  disc,  and  you  can’t  (or  should¬ 
n’t)  distribute  it  using  peer-to-peer  file¬ 
sharing  technology  such  as  Napster. 

While  the  sites  affiliated  with  the 
Globe,  Journal,  and  Republic  have  dived 
into  local  music  headfirst,  others  are  test¬ 
ing  the  waters  more  cautiously.  The  St. 
Paul  Pioneer  Press’  site,  PioneerPlanet 


(http://www.pioneerpress.com),  has  a  list 
of  Minnesota  musician  links  that  may 
connect  you  to  artists’  recordings  at 
MP3.com  or  may  contain  just  a  bio, 
photo,  or  upcoming  concert  dates. 

The  Albuquerque  Journal  Web  site  on 
its  page  at  http://www.abqjournal.com/ 
venue/bands.htm  similarly  lists  bands 
alphabetically  and  provides  capsule 
descriptions  of  their  musical  styles  and 
members.  And  The  Courier-Journal  in 
Louisville,  Ky.,  has  links  to  30  area 
musicians  and  their  songs  that  can  be 
heard  on  MP3.com.  The  strategy  for  The 
Courier-Journal’s  site  (http://www.louis 
villescene.com/music/bands.htmi)  is  for 
the  musicians  to  submit  their  songs  to 
MP3.com,  then  tell  the  paper’s  Web  site 
so  they  can  be  added  to  the  list. 

PAY  TO  PLAY  TO  STAY? 

The  question  for  newspapers  and  their 
Web  sites,  of  course,  must  be:  Is  rock  ’n’ 
roll  here  to  pay? 

The  possibilities  are  intriguing.  Azcen- 
tral.com  is  among  the  sites  that  have  affili¬ 
ations  Avith  MyPlay.com.  Someone  who 
downloads  a  track  oflF  of  azcentral.com  can 
opt  to  sign  up  for  a  MyPlay  private  store 
‘locker”  (thus  using  up  less  space  on  their 
hard  drive).  “Every  time  someone  signs  up, 
azcentral.com  earns  around  $1.50  from 
MyPlay,”  Coleman  says.  “We  haven’t  made 
a  ton  of  money  off  of  this  yet,  but  it’s  a 
small  way  to  monetize  our  efforts,  beyond 
traditional  banner  ads.” 

Azcentral.com  is  also  looking  into 
extending  the  multimedia  reach  of  its 
music  section.  “We’ve  got  a  three  ■ 
person  multimedia  crew,  and  we’re 
getting  ready  to  start  sending  them  out 
to  some  local  shows  to  shoot  video  of 
some  of  the  bands  that  are  on  the  site, 
which  we’ll  post  alongside  their  tracks,” 
Coleman  says. 

“We  also  think  there’s  potential  to 
someday  work  with  some  of  our  top 
artists  in  ways  that  will  benefit  both  of  us 
financially,  such  as  allowing  consumers 
to  order  custom-burned  CDs  featuring 
one  or  more  local  acts,”  Coleman  says. 

But  that’s  all  down  the  road  apiece. 

Right  now,  it  seems  revolutionary  enough 
that  in  addition  to  providing  readers  with 
truth,  justice,  the  comics,  and  classified 
ads,  a  newspaper  with  its  Web  site  can 
Spread  the  Music.  Because  They  Can.  11 

Robins,  an  associate  editor  for  E&P,  was  a 
longtime  rock  critic  for  Newsday,  as  well 
as  Rolling  Stone,  Creem,  and  Crawdaddy 
magazines. 
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Take  a  rich  end-user  media  experience,  blend  it 
with  a  powerful  dough  builder  and  watch  your 
impressions  rise.  Videoaxs  adds  calories  to 
your  web  site  in  a  steady  stream  with  news 
and  feature  content  in  all  your  favorite  flavors. 
Chocolate,  glazed,  sprinkles.. .we  have  it  all. 

Take  advantage  of  our  Baker’s  Dozen  Special ... 
for  the  price  of  1 2,  you  get  1 3  months  of  news 
and  feature  videos  streaming  hot  and  fresh  from 
our  site  to  yours.  Choose  the  variety  that  suits 
your  taste;  individual  clips,  news  frames,  or  the 
gallery  with  1 5  new  feature  clips  every  day. 

Contact  us  for  more  information  on  this  tasty 
little  offer  before  the  hole  thing’s  gone. 
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WWW. medterms.com 

Rx  for  researchers 
on  a  medical  beat 

Online  resource  offers  laypeople  explanations 
of  the  latest  lingo  in  a  painless  presentation 

ONE  OF  THE  REASONS  THAT  i  hyperlinked  alphabet.  Begin  your  data 
covering  medicine  can  be  i  quest  by  either  clicking  on  a  letter  in  the 
such  a  headache  is  the  Ian-  i  A  to  Z  Index  or  entering  a  word  or 
guage.  Technical  terms  used  phrase  in  the  “Search”  box  and  clicking 

the  “Go”  button.  The  first  approach  takes 
you  to  that  portion  of  the  dictionary’s 


ONE  OF  THE  REASONS  THAT 
covering  medicine  can  be 
such  a  headache  is  the  lan¬ 
guage.  Technical  terms  used 
by  physicians  can  seem  unapproachable 
to  us  lajqieople. 

Moreover,  the  lexicon  rg - 

expands  almost  daily,  as  the 
terminology  rushes  to  keep 
up  with  new  medications 

*  Tu»$Ay.  07 

and  techniques  as  well  as 
the  latest  research.  Adding  s.*ch 

to  the  confusion  is  the  fact  - 

that  most  medical  diction- 
aries  are  "written  by  doctors 
for  doctors,  leaving  the 
nonprofessionals  out  of  the  Smtj 

loop,  with  no  obvious  - 

mission  to  enlighten  us. 

That  is  why  a  site  on  the 
Web  called  MedTerms-.com 
is  set  to  become  the  medical 
dictionary  of  choice  for  I  com 

busy  writers  and  editors 
and  their  readers.  Written 
for  the  rest  of  us,  the  site  is  Eiisatifjaji«atij 
produced  by  the  same  I  ■iiilliMjjg 

physicians  who  wrote  - 

“Webster’s  New  World  Medical 
Dictionary.” 

Best  of  all,  MedTerms.com  takes 
advantage  of  the  dynamic  Web  medium 
to  update  the  data  as  needed  so  it  can 
reflect  changes  and  additions  to  medical 
terminology.  Even  current  jargon  and 
medical  “slang”  is  included,  as  well  as 
pertinent  scientific  items,  abbreviations, 
acronyms,  institutions,  projects, 
symptoms,  syndromes,  eponyms, 
and  medical  histories. 

To  use  this  important  resource,  visit 
the  site  (http://www.medterms.com) 
where  a  simple  introductory  screen 
greets  you  with  a  data-entry  box  and  a 


WWW.  midterm#  .com 


medterms.com 


medical  dictionary 
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alphabetized  list  of  terms.  The  second 
approach  leads  to  a  search  of  terms  and 
definitions  and  brings  up  a  hyperlinked 
list  of  all  entries  that  contain  your  search 
query.  The  actual  entries  on  the  site  are 
more  like  encyclopedia  articles  than 
simple  definitions. 

For  example,  look  up  “macular 
degeneration”  and  you  are  presented 
with  a  page’s  worth  of  information 
starting  with,  “A  disease  that  affects  the 
macula,  the  part  of  the  eye  responsible 
for  central  vision.”  The  entry  also 
includes  a  diagram  of  the  eye  with  the 
macula  labeled  and  distinguished  from 
the  retina,  the  iris,  the  cornea,  and  the 


lens.  Entries  often  also  include  links 
to  related  information  elsewhere  on 
the  site. 

Note,  though,  that  the  site’s  search 
capability  is  not  limited  only  to  medical 
terms.  Suppose  you  are  working  on  a 
story  about  medical  conditions  affecting 
memory.  You  can  enter  “memory”  in  the 
“Search”  box,  then  scroll  the  resulting  list 
of  several  dozen  entries  that  include  not 
only  amnesia  and  dementia  but  also  date 
rape,  jet  lag,  lead  poisoning,  and  Pick 
disease. 

Another  way  to  search  the  material  is 
by  category.  Scroll  to  the  bottom  of  the 
introductory  page  for  clickable  links  to: 

•  Diseases  &  Conditions.  This 
hooks  you  up  to  a  huge  alphabetical  col¬ 
lection  of  material  ranging  from  abdom¬ 
inal  aortic  aneurysm  to  zits  (really). 

•  Medications.  Here  is  an  extensive 
hyperlinked  list  of  drugs  and  prescrip- 

tions,  by  generic  and  brand 
I  names. 

•  Procedures  &  Tests. 

This  brings  up  material  from 
allergy  skin  tests  to  assorted 
surgeries. 

Other  considerations  in 
using  MedTerms.com  for 
your  writing  and  editing: 

IThe  site  is  100%  doctor- 
produced  by  MedicineNet- 
.com.  Active  online  since  1996, 
this  is  a  network  of  U.S.  board- 
certified  physician  writers  and 
scientists  who  provide  medical 
information  for  consumers. 

You  can  visit  the  home  site 
(http://www.medicinenet 
.com)  where  the  introductory 
I  page  offers  links  to  topics  such 
I  as  first  aid,  medical  libraries, 

. —  poison  control,  and  the 

“condition-specific  SmartMed  Centers.” 

2  If  you  decide  to  share  the  site  with 
your  readers,  you  might  want  to 
mention  that  they  also  can  suggest  topics 
for  the  dictionary.  Throughout  the  site  — 
most  noticeably  on  the  pages  of  the  hy¬ 
perlinked  alphabet  —  are  links  to  “View¬ 
er  Suggestions.”  Click  this  link  to  reach  a 
form  that  can  be  filled  out  on 
the  screen  and  submitted. 

3  A  Healthy  Living  link  from  any  of 
the  dictionary’s  inside  pages  takes 
you  to  a  discussion  of  topics  such  as 
fitness,  nutrition,  and  prevention,  as 
well  as  topics  of  specific  interest  to 
men  and  to  women.  (1 
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RECYCLING  CONTENT 

Reprints  leaping 
from  print  to  Web 

The  Indianapolis  Star’  and  the  los  Angeles  Times’ 
among  those  putting  new  spin  on  old  sales  idea 

The  reprint  business  is  just  a  subsidiary  of  Advance  Publications. 

beginning  to  come  out  of  the  ICopyright  partners  include  a  reprint 

“old  world”  and  into  the  new.  tag  at  the  bottom  of  their  articles  on  the 
Instead  of  consumers  calling  a  i  Web.  With  stories  in  the  Star,  for  instance, 

site  users  have  these  options: 


The  reprint  business  is  just 
beginning  to  come  out  of  the 
“old  world”  and  into  the  new. 
Instead  of  consumers  calling  a 
newspaper  to  get  reprints  of  an  article,  they 

will  increasingly  use  or  be  jp  _ 

referred  to  the  Web  —  where 
the  sales  and  delivery 
process  can  be  handled  by 
automated  systems. 

But  more  than  taking 
something  old  (selling 
reprints)  and  making  it  new,  I 
the  online  reprint  business  ! 
also  presents  some  new  op-  | 
portunities  —  such  as  charg- 
ing  consumers  for  making  I 

photocopies  of  articles  (in- 

stead  of  losing  revenue  when  ' - 

they  do  it  themselves);  charging  for  Web 
links  to  an  article  (which  are  topically 
made  for  free);  and  easily  allowing  other 
Web  sites  to  republish  articles  for  a  fee  (in¬ 
stead  of  having  a  human  staff  member 
deal  with  permissions). 

Online  reprint  sales  may  not  float  a 
news  Web  site,  but  they  do  represent  an 
interesting  new  revenue  stream  —  and  a 
way  to  reduce  resources  devoted  to  selling 
reprints  the  “old-fashioned”  w'ay,  and  gain 
insight  into  how  people  use  your  publica¬ 
tion’s  content. 

Industry  leader 

Seattle-based  iCopyright.com  (http:// 
www.icopyright.com)  is  the  leader  in  this 
trend,  and  it’s  beginning  to  expand  its 
services  to  smaller  publishers.  The 
company  is  still  relatively  new,  and  thus 
far  has  only  a  few  media  partners. 

In  the  newspaper  world,  iCopyright 
works  with  the  Los  Angeles  Times,  The 
Indianapolis  Star,  and  the  American  City 
Business  Journals  chain  of  regional  papers. 


BY  STEVE  OUTING 


subsidiary  at  http://www.bigoumals.com), 
says  the  idea  is  simply  to  allow  people  to 
pay  to  get  a  verified  link  to  his  publications’ 
articles.  A  community  of  users  that  seems 
to  be  comfortable  paving  for  links  is  the 
public-relations  profession,  he  say’s. 

While  bizjoumals.com  articles  are 
stored  on  the  Web  with  “permanent” 
URLs  (that  is,  the  link  should  work  long 
term),  other  news  sites  move  current 
articles  into  paid  archives  after  a  set  time. 
For  such  sites,  including  that  of  the  Star’s 
(http://www  .stamews.com),  the  idea  of 
selling  links  makes  sense  —  because 
permanent  URLs  can  be  sold  that  will 
always  work  even  after  a  news  site  has 
moved  an  article  into  its  archives.  Link 
buyers  pay  for  that  added  value. 

For  most  publis’ner  deals  with  iCopy¬ 
right,  revenue  from  content  reprint  sales 
are  shared  between  iCopvTight  and  the 
client  publisher.  Often,  there’s  no  set-up 
fee  to  start  the  serv’ice. 


Do  the  right  thing 

Bill  Burger,  vice  president  of  content 


Instani  Clearance 


iCopyrigtilcom 
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•  Buy  Adobe  Portable  ‘  i 

Document  Format  (PDF)  . i 

copies  of  articles  for  self-  i 

printing.  A  single  copy  is  free,  > 

but  additional  copies  cost  Si  ~ —  ” 

each  (with  a  drop  to  75  cents  if  more  than 
1,000  copies  are  ordered). 

•  Buy  formatted  e-mail  copies  of  arti¬ 
cles  for  20  cents  each.  (To  send  an  article 
to  as  many  as  five  fnends,  it’s  free.) 

•  Buy  a  photocopy  license  for  an 
article,  based  on  the  number  of  copies 
you  w’ish  to  make.  (Free  for  a  single  copy, 
otherwise  75  cents  a  copy.) 

•  License  the  right  to  display  articles 
on  their  own  Web  sites  for  $100. 

Some  sites  also  sell  Web  links  to  their 
articles,  allowing  another  Web  site  to 
include  a  headline  linked  back  to  the 
original  story.  That  may  look  an  odd 
model  —  charging  a  fee  for  something 
that’s  generally  considered  to  be  free  to 
do  on  your  own  —  but  it  seems  to  work. 

Tim  Bradbury,  executive  vice  president  at 
bigoumals.com  (American  City’s  Internet 


Cftnatnieitow  — frUfW'fR  |r*** 


services  for  iCopyright,  says  one  core  idea 
behind  his  company’s  model  is  to  make  it 
economically  viable  to  sell  low-volume 
reprints  digitally.  Physical-world  reprint 
departments  (especially  at  magazines) 
typically  don’t  want  to  deal  with  a  reader 
w  ho  calls  in  wanting  100  copies  of  an  arti¬ 
cle  that  mentioned  his  company.  So  they 
price  that  amount  prohibitively  high, 
which  turns  many  small  buyers  away. 

By  automating  the  process,  says  Burger, 
the  price  can  be  lowered  and  it’s  still  possi¬ 
ble  to  make  money  on  small  orders.  That 
businessperson  can  use  the  Web  to  buy 
100  copies  of  a  Star  article,  which  he  can 
print  out  himself  after  buying  the  right  to 
do  so,  for  $100.  By  offering  a  reasonable 
price,  a  publisher  can  entice  payment. 

Inflated  physical-world  reprint  pricing 
for  low  volumes  by  contrast  can  turn  away 
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potential  customers,  who  either  do  with¬ 
out  or  copy  an  article  by  themselves  and 
skip  any  payment. 

The  core  principle  behind  iCopjTight  is 
“allowing  the  customer  to  do  the  right 
thing,”  says  Burger.  The  system  does  not 
emphasize  security,  but  rather  conven¬ 
ience  —  making  it  easy  for  an  online  user 
w  ho  wants  copies  of  an  article  or  wishes  to 


use  it  on  their  own  Web  sites  to  pay  up  in 
exchange  for  a  licensing  agreement.  But 
any  purchase  is  basically  voluntary.  It’s 
simple  enough  for  anyone  to  e-mail  an 
article  to  a  thousand  friends,  or  print  out 
an  article  from  the  Web  and  photocopy  it 
for  a  hundred  people  in  their  office. 

The  business  model  here  is  that  if  you 
give  online  users  the  means  to  easily  pay 
for  w  hat  they  want,  most  will.  Sure,  a 
certain  percentage  will  cheat.  That’s  life. 
But  the  net  gain  is  new'  money  that  you 
otherwise  w  ouldn’t  see. 

News  archive  implications 

This  model  is  used  today  primarily  on 
current  articles  on  content  Web  sites, 
but  w'here  it  gets  interesting  is  wiien  the 
concept  is  applied  to  new's  archives.  On 
most  Web  newspaper  sites  today,  when  a 
user  finds  an  article,  he  pays  $1.50,  $1.95, 
or  $2.95  (the  most  common  pricing  right 
now')  to  download  it. 

Envision  the  iCopv'right  model  applied 
to  newspaper  archives.  Find  an  article, 
then  you  are  presented  with  other  options. 
Pay  to  e-mail  copies  to  colleagues  or  to 
present  the  article  on  your  ow'n  Web  site 
or  intranet,  etc. 

ICopyright’s  s>'stem  is  not  currently 
hooked  into  newspaper  archive  systems, 
but  should  be  in  the  future  (most  likely  via 
relationships  w'ith  systems  commonly  used 
by  newspaper  Web  sites,  such  as  Media- 
stream’s  Newslibrary  service). 

How  much  to  charge? 

In  terms  of  pricing  for  digital  reprint  or 
forw'arding  rights,  there  are  yet  no  solid 


$250  for  a  Web  reprint  permission. 

Burger  says,  but  later  realized  that  was 
too  high  and  lowered  it.  He  suggests  that 
lower  rates  will  bring  in  more  customers, 
and  ultimately  more  revenue. 

In  contrast,  another  client  started  charg¬ 
ing  $5  for  verified  links  to  its  stories,  and 
succeeded  in  selling  quite  a  few  of  them. 

But  these  links  turned  out  to  be  valuable 
and  the  price  was  raised  several 
times  over.  The  result;  a  net  gain  in 
revenue  because  customers  appre¬ 
ciated  the  value  of  the  links  enough 
to  keep  buying  them  even  at  a 
higher  rate.  (Burger  acknowledged 
that  selling  links  has  not  represent¬ 
ed  a  large  amount  of  money,  but 
there  were  enough  orders  to  recog¬ 
nize  the  trend.) 

In  general,  keep  pricing  low. 
Because  such  sales  are  voluntaiy' 
and  honesty-based,  too-high 
pricing  will  just  encourage  potential 
buyers  to  cheat  and  pay  you  nothing. 

Burger  says  that  publishers’  natural 
inclination  seems  to  be  to  price  too  high  — 
but  as  they  gain  experience,  many  realize 
that  low'er  prices  are  to  their  benefit. 

What  can  you  make? 

Frankly,  news  publishers  aren’t  overly  op¬ 
timistic  that  offering  online  reprints  will 
bring  in  a  ton  of  money.  Stamews.com  On¬ 
line  Services  Director  Bob  Jonason  says  the 
iCopyright-enabled  sales  have  been  modest 
so  far  —  but  the  service  has  been  live 
only  since  mid- June.  Last  month, 
between  1,400  and  1,500  users  pur¬ 
chased  reprint  rights  to  articles  (and 
in  many  cases  just  forwarded  single 
copies  of  articles  to  ftiends  for  free). 

Sports  content  has  been  among 
the  most  popular  purchases,  and 
he’s  seen  a  lot  of  activity  from 
corporations  and  colleges,  whose 
people  want  copies  of  articles  that 
mention  them. 

In  the  past,  the  Star  and  its  Web 
site  have  been  contacted  daily  by 
readers  wanting  to  put  stories  on  their 
ow'n  Web  sites  or  link  to  stories.  So  part  of 
the  motivation  for  automating  the  permis¬ 
sions  process  is  to  eliminate  that  drain  of 
staff  time.  Jonason  says  the  company  also 
felt  it  was  important  to  signal  to  readers 
and  online  users  the  value  of  its  articles,  by 
flagging  them  as  copyrighted  and  putting 
a  price  on  their  re-use. 

Bizjournal.com’s  Bradbury  says  he,  too, 
didn’t  get  involved  with  iCopyright  expect¬ 
ing  to  make  lots  and  lots  of  money.  The 


(many  people  requested  it),  and  to  gain 
knowledge  of  how'  the  company’s  content 
gets  used  (that  is,  how  and  to  whom  it 
gets  distributed  beyond  the  newspapers’ 
readers  and  online  users). 

Bradbury’  also  says  that  at  this  time  he’s 
not  all  that  interested  in  promoting  digital 
reprint  sales.  If  they  find  it,  great,  but  the 
company’s  approach  is  “very'  passive” 
about  marketing  the  iCopyright-enabled 
reprint  purchases. 

Bradbury  also  thinks  that  the  print- 
based  reprints  business  will  continue  to 
thrive  —  and  not  be  cannibalized  by 
digital  reprint  services.  But  other 
observ’ers  suggest  that  Web-enabled 
reprints  could  eventually  obviate  the  need 
for  traditional  print  reprint  services  de¬ 
partments  at  newspapers  and  magazines. 

Enabling  the  little  guys 

The  next  phase  in  iCopyright’s  strategy 
is  to  open  up  its  services  to  smaller  pub¬ 
lishers.  Earlier  clients  have  had  to  work 
W'ith  the  company  to  integrate  iCopyright’s 
services  into  their  publishing  systems  — 
w'hich  sometimes  took  weeks  or  months  to 
implement.  At  this  writing,  iCopyright  is 
close  to  releasing  a  new  “self-serve”  system 
that  will  allow  any  publisher  to  sign  up 
and  start  selling  digital  reprints. 

According  to  a  company  spokesman,  this 
solution  will  work  even  for  those  news  sites 
that  publish  only  a  small  number  of  articles 
weekly  or  monthly.  Clients  go  through  a 


Web  form  sign-up  process,  and  at  the  end 
are  instructed  to  insert  snippets  of  cus¬ 
tomized  code  into  their  HTML  pages. 

ICopyright’s  principal  competition 
comes  from  the  Copyright  Clearance 
Center  (http://www.copyright.com). 

That  entity  handles  licensing  of  various 
forms  of  content.  Like  iCopyright,  it 
automates  permissions,  but  the  CCC 
does  not  actually  deliver  content  on  behalf 
of  client  publishers  as  does  iCopyright. 

Nor  does  CCC  promote  itself  as  specializ- 
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guidelines.  One  client  started  out  charging  motivation  was  to  meet  customer  desires  ing  in  working  with  news  publishers.  II 
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Big-spending  luxury  line  planning  a  shakedown  cruise 
for  newspaper  campaign  using  passenger  testimonials 


BY  JOE  NICHOLSON 

CARNIVAL  Cruise  Line,  which  buys  millions  of 
dollars  in  newspaper  ads  annually,  is  preparing  a 
new  campaign  using  passenger  testimonials.  The 
campaign  is  expected  to  break  in  about  200  pa¬ 
pers  in  December  or  January,  E^P  has  learned. 
Christine  Arnholt,  Carnival’s  staff  vice  president  of  marketing 
services,  said  many  of  the  cruise  line’s  customers  have  been 
drawn  by  word  of  mouth,  which  led  the  company  to  decide  to 

use  testimonial  newspaper  ads  for  the 
first  time.  “Word-of-mouth  advertising  is 
such  an  unbelievably  effective  form  of 
advertising,  especially  with  our  product, 
where  only  a  small  part  of  the  population 
has  ever  cruised,”  said  Arnholt. 

Carnival,  which  splits  its  ad  budget  al¬ 
most  evenly  between  TV  and  newspapers, 
said  the  newspaper  testimonial  ads  were 
“not  finalized  yet.” 

They  were  expected 
to  feature  photos  of 
people  who  are  repre¬ 
sentative  of  those  like¬ 
ly  to  take  cruises. 

The  newspaper 

as  well  as 


Where  Dreams  May  Lead 


■ ;  expensive  local  rate,  rather  than  at  a 
national  rate. 

(  The  largest  of  the  cruise  operations 

;  centered  in  the  United  States  with 
i  nearly  two  million  passengers  a  year, 

;  Carnival  places  “99%”  of  its  newspaper 
I  ads  in  Sunday  travel  sections,  said 
I  Arnholt,  who  praised  newspapers 
'  for  their  ability  to  get  an  ad  before 
the  public  more  quickly  than  most 
other  media. 

Cruise  lines  focus  on  the  major 
markets,  but  they  can  be  persuaded  to 
expand  a  buy  if  demographic  infor¬ 
mation  shows  a  particular  newspaper’s 
readers  are  good  prospects,  said  Roland 
Little,  senior  account  executive  with 
New  York-based  Landon  Media  Group 
Inc.,  which  represents  30  newspapers 
with  Sunday  travel  sections.  One  cruise 
line  seeks  those  from  ages  35  to  54  who 
make  more  than  $35,000;  another  goes 
after  those  over  55  with  incomes  in 
excess  of  $75,000. 

The  cruise  business  used  to  be  centered 
in  southern  Florida,  but  the  lines  now 
make  departures  more  convenient  with 
ships  leaving  from  a  widespread  variety  of 
ports,  including  Boston,  Honolulu,  Hous¬ 
ton,  Los  Angeles,  New  York,  San  Fran- 


Badqackiiig  Europe 


campaign, 
a  testimonial  TV  \ 

campaign,  is  being  ' 

created  by  Miami- 
based  Cooper  HMS 
Partners  Advertising 
Inc.,  which  also  handles 
media  planning  and 
buying.  Carnival  works 
with  local  travel  agen¬ 
cies  to  buy  its  newspaper 
ads,  which  normally 
means  the  co-op  ad 
can  be  bought  by  a  local 
travel  firm  at  a  less 


Ads  for  Carnival  Cruise 
Line  and  four  other 
lines  in  a  Sunday  travel 
section  (left).  An  ad  for 
Carnival  Corp.’s  six 
cruise  lines  (above). 
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cisco,  and  Vancouver,  British  Columbia. 

Cruise  lines,  which  compete  with  hotels 
and  resorts  for  customers,  have  been 
steady  newspaper  advertisers  through  the 
industry’s  ups  and  downs.  The  cruise 
industry  developed  in  the  1960s  as  an 
outgrowth  of  trans-Atlantic  liners  and 
focused  on  Caribbean  cruises.  Over  the 


come  more  common  for  the  lines  to  work 
with  travel  agencies  to  place  co-op  ads. 

The  cruise  lines  know  from  experience 
that  "newspapers  work,”  said  Landon’s 
Little.  “From  the  Sunday  travel  ad,  the 
phones  are  ringing  Monday  morning,  and 
they  ring  through  the  middle  of  the  week, 
when  the  phone  curve  comes  down,”  said 
Little,  who  is 

From  the  Sunday  travel  ad 
the  phones  [ring]  Monday 
morning ...  through  the 
middle  of  the  week.” 


—  ROLAND  LITTLE 

Landon  Media  Group  Inc. 


last  decade,  at  least  10  cruise  lines  merged 
into  the  big  three  companies;  at  the  same 
time,  traditional  cruise  ships,  which  may 
have  accommodated  700  or  1,200  passen¬ 
gers,  have  begun  to  be  replaced  by  jumbo 
ships  that  can  accommodate  up  to  3,000 
passengers.  In  another  change,  it  has  be- 


Carnival  Corp.  buys  up  20% 


CARNIVAL  CORR,  THE  PARENT  COM- 
pany  of  Carnival  Cruise  Line  and  five 
other  cruise  lines,  has  increased  its 
multimillion-dollar  ad  campaign  this  year  by 
about  20%. 

The  parent  company's  ad  campaign  is 
separate  from  the  ad  campaigns  of  the  six 
cruise  lines  it  owns;  unlike  Carnival  Cruise 
Line,  it  has  not  used  co-op  ads,  although  it 
may  do  so  in  the  future. 

A  unit  of  the  Miami-based  parent  compa¬ 
ny,  known  as  World’s  Leading  Cruise  Lines, 
has  bought  full-page,  four-color  ads  in  six 
major  newspapers  —  buys  that  would  be 
“cost-prohibitive”  for  the  firm’s  individual 
cruise  lines,  said  Jack  Anderson,  the  unit’s 
vice  president  of  marketing. 

The  full-page,  four-color  ads  have  been 
purchased  for  two  dates  in  the  weekend 
editions  of  USA  Today  and  The  Wall  Street 
Journal.  In  addition,  they  are  running  in  the 
Sunday  travel  section  of  four  major  dailies 
every  month:  the  Chicago  Tribune,  the  Los 
Angeles  Times,  The  Miami  Herald,  and  The 
New  York  Times. 

“We  may  expand  to  additional  markets,” 
said  Anderson.  He  said  the  results  of  current 
newspaper  ads  were  being  evaluated  and 
that  “a  half-dozen”  newspapers  may  be 
added  to  the  campaign.  He  said  he  planned 


to  complete  the  evaluation  “by  the  end  of 
the  year”  to  be  prepared  to  add  newspapers 
in  January. 

“The  most  important  evaluation  is  book¬ 
ings  in  the  week  following  the  advertising,” 
said  Anderson,  who  said  experts  also  looked 
at  the  number  of  phone  calls  and  the 
number  of  Web-site  visits  generated  by 
a  newspaper  ad. 

Anderson  said  he  was  testing  “different 
types  of  newspaper  advertising,”  including 
different  markets,  newspapers,  and  ad 
sizes.  He  has  also  tried  black-and-white 
ads  as  well  as  color. 

He  doubted  his  spending  on  newspapers 
will  continue  to  increase  because  the  grow¬ 
ing  variety  of  ad  media,  particularly  the 
Internet,  provide  ever  more  options. 

“It’s  more  likely  that  the  dollars  will  be 
distributed  more  broadly,”  said  Anderson. 
“Cruise  lines  only  have  a  certain  amount  of 
money”  for  advertising,  he  said,  adding, 
“Newspaper  rates  for  advertising  are  increas¬ 
ing  —  in  some  cases  dramatically. 

“Newspapers  are  a  very  important  medi¬ 
um,  but  not  one  that  lends  itself  to  brand¬ 
ing,”  said  Anderson,  who  complained  that 
the  Sunday  travel  sections  “are  extremely 
cluttered  with  a  lot  of  products  and  prices.” 

—  Joe  Nicholson 


Loyalty-builder 

Stock  picking 
for  ftm  ofit 


based  in  Fort 
Lauderdale  and 
wears  a  second 
hat  as  director  of 
Landon’s  Hispan¬ 
ic  Marketplace. 

Although 
cruise  line  ads  ap¬ 
pear  throughout 

the  year,  they  are  heaviest  during  the  win¬ 
ter,  especially  in  January  and  February 
when  the  lines  do  much  of  their  advance 
bookings  for  the  rest  of  the  year.  Sunday 
travel  sections.  Carnival’s  Arnholt  said, 
“offer  customers  a  marketplace  in  which 
to  shop  for  their  vacation  needs.”  ® 


Wheeling  &  dealing  in  Seattle: 
Contest  is  business  of  the  day 


BY  WAYNE  ROBINS 

WHICH  LEAGUE  WILL  PROVIDE 
this  year’s  Super  Bowl  champi¬ 
on  —  Dow  Jones  or  Nasdaq? 
Will  Microsoft,  with  a  big-play  offense  but  a 
suspect  defense  after  being  routed  by  the 
Washington  Antitrusters,  regain  its  domi¬ 
nance,  or  will  Starbucks,  whose  consistent, 
caffeinated  attack  has  given  it  field  position 
in  every  desirable  location  in  America,  hold 
the  ball  long  enough  to  win  The  Big  Show? 

You  may  think  we’re  mixing  our  meta¬ 
phors  here.  But  ePredict.com,  a  financial 
Web  site  that  uses  polling  techniques  to 
anticipate  stock  performance,  has  started 
a  stock-picking  contest  aimed  at  building 
traffic  for  newspaper  business  sections. 

The  site  didn’t  have  to  go  far  to  find  its 
first  client:  Based  in  Redmond,  Wash., 
ePredict.com  used  its  home-field  advantage 
to  make  a  deal  with  The  Seattle  Times. 

“Football  contests  drive  readers  to  sports 
sections;  stock-picking  contests  will  drive 
readers  to  business  sections,”  John  Kamin¬ 
ski  of  ePredict.com  said  in  a  phone  inter¬ 
view.  “And  contests  build  loyalty.” 

Greg  Heberlein,  business  columnist  for 
The  Seattle  Times,  has  been  running  a  pop¬ 
ular  contest  in  which  readers  pick  10  stocks 
from  a  list  of  about  200  regional  compa¬ 
nies.  The  best-performing  portfolio  wins. 

EPredict.com  is  picking  up  the  ball  and 
will  compile  Heberlein’s  contest  on  the 
Web.  Instead  of  one  end-of-year  column  in 
print,  readers  of  the  newspaper  and  seattle- 
times.com  can  follow  fluctuations  of  the 
stocks  they’ve  put  in  play  on  a  daily  or 
weekly  basis.  “It  sounded  more  efficient  and 
will  give  the  contest  greater  reach  and 
many  more  entries,”  Heberlein  said.  No 
longer  will  he  spend  December  poring  over 
more  than  700  readers’  stock-picking  lists, 
some  that  are  scrawled  on  cocktail  napkins. 

“We  are  always  looking  for  ways  to  ex¬ 
tend  the  paper  online,”  said  Patricia  Lee 
Smith,  director  of  online  products  for  The 
Seattle  Times.  And  it  doesn’t  hurt  that  the 
focus  is  on  Pacific  Northwest  companies. 
“This  will  make  Greg’s  contest  more  useful 
and  dynamic.  And  it’s  great  fun.”  0 
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|«  PRESENT  THE  INDUSTRY  LEADING 

I  INTERNET  MEDIA  TRAINING  SEMINAR 

/  DESIGNED  TO  HELP  YOU  MASTER  THE  INTERNET  MEDIA  BUSINESS! 


Mming  HOW  10  MEASURE,  RESEARCH 
&  TARGET  INTERNET  ADS  &  AUDIENCES 

Get  more  in-depth  knowledge  than  offered 
in  any  other  program.  Whether  you  are  a 
novice  or  experienced  buyer  or  seller,  this 
seminar  will  help  you  work  more  effectively 
and  profitably! 


i 


Who  Should  Attend  -  soles  reps  and 
managers,  account  managers,  advertising 
executives,  marketing  managers,  media 
planners  and  buyers,  publishers,  traffic 
managers,  brand  and  product  managers, 
business  development  executives,  market 
and  media  researchers  and  consultants. 


PRIMARY  SPONSOR- 


DoubleCliim 


CO- SPONSORS- 


TA  Ci 


Investors  Business  Daily*  msn 


internet,  com  I 


DONT  READ  IT.  USE  IT.' 


DAY  1 


DAY  2 


FUNDAMENTALS  OF  INTERNET  ADVERTISING 


Ropidly  evolving  medio,  technology  and  market  innovations  make  it  necessary  for  media 
buyers,  brand  managers  and  sales  reps  to  learn  how  the  Internet  works;  the  technology 
that  creates,  delivers  and  targets  ads;  v^ot  measurement  standards  exist  and  the  dominant 
ond  emerging  business  models,  ad  units  and  pricing. 

CHECK-IN  AND  CONTINENTAL  BREAKFAST  7:30  -  8:45  AM 


9:00  AM  - 12:30  PM 
MORNING  SCHEDULE 


BUSINESS  MODELS  &  TECHNOLOGIES 

•  Web  Advertising  Todoy 

•  Media  Attributes 

•  Review  of  Ad  Units  and  Sponsorships 

•  Review  of  Pricing 

•  Ad  Unit  Technologies  and  Rich  Media 

•  E-Mail  Advertising 

•  Wireless  Advertising 

•  Challenges  of  Buying  and  Selling  Locol 

•  International  ana  B2B  Sites 

LUNCH  BUFFET  12:30 -  1:45  PM 

Q&A  PANEL  1:00 -  1:45  PM 

Attendees  are  invited  to  submit  questions  to  a  panel  of  instructors  and  industry  experts. 


2:00  -  5:00  PM 
AFTERNOON  SCHEDULE 


HOW  TO  MEASURE,  RESEARCH  AND  TARGET 
INTERNET  ADS  AND  AUDIENCES 

•  From  Stondards  to  Metrics,  What's  Counted,  What's  Meosured 

•  Dissecting  the  Process;  Ad  and  Content  Delivery 

•  Mechanics  of  Ad  Serving  and  Challenges  Working  With  3rd  Porty  Ad  Servers 

•  Why  the  Numbers  Don't  Add  Up 

•  Targetina,  Profiling,  Personalization 

•  Metrics  for  Site  Comparison;  Counting  Pages,  Sessions,  Visitors 

•  Third  Porty  and  Site-Bosed  Research  -  Who  is  Counting  What  and  Where? 

NETWORKING  COCKTAIL  RECEPTION  5:00  -  6:30  PM 

A  terrific  opportunity  for  attendees  to  get  together,  network, 
shore  information  or  just  relax. 

"I've  been  attending  media  seminars  ... 
for  1 5  years  and  this  one,  by  far,  was 
the  most  informative  and  educational. 

It's  a  "must  attend"  for  everyone  on  our 
advertising  staff." 

-  Scott  Stephens,  VP,  Advertising  Sales,  millioneyes.com 

"Having  attended  the  last  two  days  ... 

I  feel  inspired  and  confident  that  I  can 
lead  my  sales  staff  to  the  next  level!" 

-  Kevin  Maljak,  Internet  Sales/lnh  Systems  Mgr,  The 
Washington  Times 


SELLER'S  COURSE 


To  be  successful,  reps  need  to  understood  how  buyers  buy,  media  choices  and  buying 
influences.  This  session  will  help  reps  understand  the  buying  process,  from  site  selection 
ond  audience  evaluation  to  how  metrics  ore  used.  The  arternoon  session  will  cover  sales 
techniques  ond  sales  manogement,  including  territory  development,  managing  clients  and 
agencies,  effective  communication  and  revenue  forecasting. 

CONTINENTAL  BREAKFAST  8:00  -  9:00  AM 


9:00  AM  - 12:30  PM 
MORNING  SCHEDULE 


HOW  BUYERS  BUY:  A  REVIEW  OF  THE  SHPS  BUYERS 
USE  TO  EVALUATE  AND  BUY 

NEGOTIATION  IN  THE  SALES  PROCESS 

•  Understanding  the  Click  Through  as  a  Metric 

•  Understanding  and  Using  ROI  Calculations  in  Negotiations 

•  Negotiating  Hybrid  Deals 

SELLING  COMPETITIVELY 

•  Understand  Who  Your  Competitors  Are 

•  How  to  Position  Your  Site 

SELLING  SPONSORSHIPS  AND  BEYOND  THE  BANNER 

LUNCH  BUFFET  12:30 -  1:45  PM 

BUYER/SELLER  ROLE-PLAY  PRESENTATION  1 :00  -  1 :45  PM 


2:00  -  5:00  PM 
AFTERNOON  SCHEDULE 

OVERVIEW  OF  THE  SALES  PROCESS 

SALES  TOOLS 

•  Who  to  Call  On? 

•  If,  When  and  How  to  Go  Directly  to  the  Client 

SALES  TERRITORY  MANAGEMENT 

•  Prospecting  Tools  ond  Techniques 

•  Managing  the  Pipeline 

•  Realistic  Territory  Forecosting 

SALES  COMMUNICATION 

•  Effective  Correspondence 

•  Components  of  Successful  Sales  Presentations 

•  Do's  and  Don'ts  of  Proposal  Writing 

ACCOUNT  MANAGEMENT 

•  Objectives  Setting  and  Accountability  Strategies 

•  Effective  Use  of  Yours  and  Your  Client's  Time 

•  Working  the  Entire  Account 

•  Making  Recommendations  Based  on  Campaign  Performance 

•  How  to  Keep  Deals  From  Falling  Apart 

•  Sales  Operations 

SALES  MANAGEMENT 

•  Revenue  Forecasting 

•  Compensotion  Plans 

•  Medio  Marketing 

NETWORKING  COCKTAIL  RECEPTION  5:00  -  6:30  PM 


THE 

INSTRUCTORS: 


LESLIE  ULREDO 
:  President 

|LI  The  Laredo  Group,  ItK. 


V  The  Laredo  Group, 


BRIAN  CAVOLI 
Media  Director 
Carat  Interactive 


TIGTILLINGHAST 
Director  of  Agency  Strategy 
Solbright 


Course  content  is  updated  frequently.  Some  elements  may  differ  slightly  from  brochures  or  manuals.  Caurse  outline,  topics,  instructors,  panelists,  schedule  or  other  details  may  be  changed  without  prior  notice 


LUNCH  BUFFET  12:30 -  1:45  PM 

BUYER/SELLER  ROLE-PLAY  PRESENTATION  1:00  -  1:45  PM 


Hiis  course  provides  informotion  necessary  to  plan,  execute  and  analyze  online  advertising. 
Topics  include  the  research  process,  estahlisning  objectives  and  realistic  goals,  accurate 
measurement  and  evaluation,  and  analysis  of  pricing  models. 


CONTINENTAL  BREAKFAST  8:00  -  9:00  AM 


9:00  AM  - 12:30  PM 
MORNING  SCHEDULE 


MEDIA  SKILLS 

•  How  is  Planning  and  Buying  Interactive  Media  Different  than  Other  Media? 


THE  MEDIA  PLANNING  PROCESSES 


•  Translating  Objectives 

•  Farmulating  Strategies 

•  Planning 

•  Implementing 

•  Post  Analysis 


•  Defining  Audiences 

•  Pre-planning  (RFP's,  etc) 

•  Negotioting  &  Buying 

•  Campaign  Management 


HOW  TO  BUDGET  FOR  ONLINE 


2:00  -  5:00  PM 
AFTERNOON  SCHEDULE 


BUYING  KEYWORDS 

•  Haw  to  Evaluate  Search  Engines 

•  The  Importance  of  Differetit  Search  Engines  •  Keyword  Strategy 

•  How  ta  Pick  the  Best  Keyword  •  Determining  Keyword  AvailobiTity 

•  Buying  and  Evaluating  Wch  Engine  Categories 


SPONSORSHIPS  AND  PARTNERSHIPS 

•  Portal  Deals  •  Shared  Revenue  Deals 

•  Business  Development  Partnerships  •  Affiliate  Marketing 

•  Site  Sponsorships 

UNDERSTANDING  &  EVALUATING  TECHNOLOGIES 

•  Behavioral  Profiling  •  Targetina  Opportunities 

•  Ad  Units  •  Rich  Meaia 


THE  BUY 

•  Relationships  with  Publishers 

•  Negotiating  Tactics 


•  Pricing  Models;  CPM  vs.  CPC,  Ad  Auctions 

•  Insertion  Orders,  Contracts,  T's  &  C's 


THE  MEDIA  MIX  -  INTEGRATING  ONLINE  AND  OFFLINE 

DEFINING  OBJEGIVES  AND  ESTABLISHING  METRICS 

•  Branding  Campaion  •  lead  Generation 

•  E-CommerceAranic  Driving  •  B2B  Marketing 

TOOLS  FOR  FINDING  AND  EVALUATING  SITES 

•  Market  Analysis  Tools  •  Ad  Measurement  and  Syndicated  Research  Panels 

•  Competitive  Tools  •  Audit  Reports 

•  Online  Market  Research  •  Surveys,  Polling,  Focus  Groups 


AD  SERVING,  TRACKING  &  MEASUREMENT 

•  Vendors  &  Products  •  Click/Post  Click  Dato  Analysis 

•  Audience  Profiling 

OPTIMIZATION  AND  ANALYSIS 
ACCOUNT  MANAGEMENT 

•  Managing  Client  Expectations  •  Workina  with  Other  Agency  Partnen 

•  How  to  Streamline  Work  Processes,  Systems  &  Scolobility 

•  Promoting  Your  Agency's  Work 


E-MAIL  AS  A  MARKETING  TOOL 


NETWORKING  COCKTAIL  RECEPTION 


5:00  -  6:30  PM 


REGISTRATION 


Please  print  or  type  Copy  form  for  additional  registrants 


NAME _ 

TITLE  _ _ 

COMPANY _ 

ADDRESS _ 

CITY  _ _ 

STATE  _ ZIP _ 

PHONE  _ 

FAX _ 

E-MAIL  _ 

□  CHECK  HERE  IF  YOU  WOULD  PREFER  NOT  TO  RECEIVE  PROMOTIONAL  E-MAIL 

MAIL  REGISTRATION  TO: 

ADWEEK  CONFERENCES/IMD,  AHN.  DIEDRE  ZEIGLER 

770  BROADWAY,  NEW  YORK,  NY  10003  (PAYMENT  MUST  BE  INCLUDED) 

Q  FAX  IT  TO:  (646)  654-5355  (CREDIT  CARD  INFO  MUST  BE  INCLUDED) 

FOR  MORE  INFO,  CALL:  (8B8)  536  8536 
REGISTER  ONLINE  AT: 

WWW.ADWEEK.COM/ADWEEKCONF/OR  E-MAIL;  DZEIGLER@ADWEEK.COM 


FOR  RESERVATIONS  AT  TNE  ADWEEK  CONFERENQS  SPECIAL  ROOM  RATE,  CALL 
•THE  HILTON  LOS  ANGELES  AIRPORT  HOTEL  (310)  4104000 

CANCELLATION  POLICY:  For  a  refund,  less  a  $100  odministrotion  charge,  send  written  notice  by  Nov.  21, 
2000.  No  refunds  will  be  given  ofter  this  dote,  but  substitutions  will  be  allowed. 

BOOK  YOUR  AIRFARE  AND  SAVE:  Special  discounts  lor  ADWEEK  Conference  attendees  hove  been  negotiated  for 
these  events.  Pleose  contact  the  AMEX  Travel  Group  Desk  at  646-654-5399  for  details. 


STEP  #1: 

MUST  CHOOSE  ONE 

□  BUYER'S  TRACK  □  SELLER'S  TRACK 

STEP  #2:  Please  select  ONE  payment  plan 

□  RE6UUR  PRICE  =  $1,195 

□  SPECIAL  ASSOCIATION  RATE*  =  $950 

GROUP  RATES  ALSO  AVAILABLE  REGISTER  3  AND  REGIVE  THE  4TH  FREE! 

*Avcnlable  to  members  of  The  Amerkon  Association  of  Advertising  Agencies,  Associotion  of  Internet 
Professionals,  American  Advertising  Federation,  Portland  Ad  Federation,  Son  Francisco  Advertising 
Assiciation,  The  U.S.  Internet  Industry  Association 
PLEASE  ORCLE  ONE 


internet  professiorrals  - 

■BB  1  USII@ 

"Please  check  online  or  call  for  an  updated  Hyi*ui  Supporting  organizations. 

STEP  #3:  Please  select  ONE  payment  method 

□  CH  ECK  (Moke  checks  payable  to  ADWEEK  Conferences) 

□  CHARGE  □  VISA  □  M/C  □  AMEX 

CARD# _ 

EXP  DATE _ SIGNATURE _ 

PRINT  NAME _ 


Laredo  Group 

www.laredogroup.com 
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&  TAROn  INnRNET  ADS  &  AUDIENCES 


OVER  3,500  PROFESSIONALS  HAVE 
ALREADY  TAKEN  ADVANTAGE  OF 
THIS  POWERFUL  TRAINING  PROGRAM. 
COMPANIES  REPRESENTED  AT  THESE 
SEMINARS  HAVE  INCLUDED: 


•ABC 

•  Aboot.com 

•  Amwoy 

•  Ander&on  Consulting 

•  Aa 
•AT&T 

•  Botes  USA 

•  Bousch  &  Lomb 
•BBDO 

•  Bell  Atlantic 

•  BET 

•  Boston  Globe 

•  BristolMyers  Squibb 

•  Coblevision 

•  Cars.com 

•  CBS  MarkelWatch 

•  Charles  Schwab 

•  Chicago  Tribune 

•  CNBL.com 

•  ColgateEalmolive 

•  Compaq 

•  Cox  Communication 

•  Crains 

•  DOB  Digital 

•  Discover  Card 

•  Disney 

•  E!  Online 

•  Eddie  Bauer 


•  Epson 

•  Ericsson 

•  Fallon  McElligott 

•  FCB/Chicago 

•  Fidelity  Investments 

•  Fortune 

•  General  Mills 

•  Gillette 

•  Go.com 

•  Harvard  Business  School 

•  Hasbro 

•  Hearst 

•  IBM 

•  itraffic.com 
•iXL 

•  J.  Walter  Thompson 

•  Johnson  &  Johnson 

•  LA  Times 

•  Lycos 

•  MasterCard  International 

•  Mercedes  Benz 

•  Merrill  Lynch 

•  Microsoft 

•  Mobile 

•  Notional  Geographic 

•  New  York  University 
•NBC 

•  Nickelodeon 


•NFL 

•  Ogiivy  &  Mather 

•  Organic 

•  Panasonic 

•  Paramount 

•  Playboy 

•  Prudential 

•  Rhino  Records 

•  Sara  Lee 

•  Safeway 

•  Sharper  Image 

•  Sprint 

•  SportsUne.com 

•  Sony 

•  Sun  Microsystems 

•  TBWA/Chiot/Doy 

•  TickelMasler 

•  TV  Guide 

•  20th  Century  Fox 

•  USAIbd^ 

•  Viacom 

•  Volkswagen 

•  Wall  Street  Journal 

•  Women.com 

•  ZiffDovis 

and  hundreds  more. 

ISMTITTIMEYOUDID? 
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newspaper  production  and  Prairie  School 
influence? 

“OK,  it  will  never  be  one  of  those  hous¬ 
es,  it  can  never  possibly  be  one  of  those, 
but  it  can  incorporate  many  of  the  ele¬ 
ments  of  Prairie  School,”  architect  Brook- 
er  said.  “It  can  have  elements  that  suggest 
the  building  is  more  anchored  to  its  site, 
that  it  is  part  of  site.  You  can  adopt  some 
of  the  basic  features,  the  interlocking 
masses,  the  interlocking  volumes  and 
planes  that  you  would  see  on  a  much 
smaller  scale  in  residential  building.”  In¬ 
side  and  out,  the  building  will  use  the  red 
brick,  glass  exterior  walls,  and  a  softer, 
cream-colored  palette  that  characterizes 
the  Prairie  School  and  contrasts  with  the 
starker  modem  lines  of  its  nondescript 
neighbors  in  an  industrial  area  nearby. 

Wright  might  well  approve  of  the  initial 
schematics  GSI  has  produced.  It  shows  a 
building  that  spreads  wide  and  hugs  the 
ground  with  a  higher  structure  set  in  the 
center  to  accommodate  the  presses.  In 
Prairie  style,  there  are  overhanging  eaves, 
cantilevered  surfaces  and  the  familiar 
patterns  of  low  rectangles.  What  you 
don’t  get  are  some  of  the  notching  and 
detailing  that  keep  tourists  shuffling 
through  Chicago’s  Robie  House  or  the 
Wright  houses  in  suburban  Oak  Park. 

“A  lot  of  that  custom  detailing  and 
custom  articulation  would  be  neither 
appropriate  nor  affordable  in  a 


Plans  for  ‘Daily  Herald’  production  facility  feature 
aspects  of  the  ‘Prairie  School’  of  architecture 
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signed  so  evening  commuters  on  the 
abutting  Elgin-O’Hare  expressway  will 
be  able  to  look  through 
a  big  window  exterior 
into  the  pressroom  and 
packaging  center. 

For  another,  said 
GSI’s  Barber,  the 
Daily  Herald  is  likely 
to  find,  as  Cox  Ohio 
Publishing  did  in 
Dayton,  that  a  well- 
designed  newspaper 


production  plant  can  be  a  big  public  draw. 
The  Daily  Herald  editorial  and  busi¬ 
ness  offices  are  located  a 
few  miles  away  from  the 
new  plant  site  in  a  dis¬ 
tinctive  triangular  edi¬ 
fice  that  the  newspaper 
did  not  build.  The  new 
plant.  Publisher  Bau¬ 
mann  said,  will  be  a 
chance  to  “to  say  some- 
—  ROBERT  E.  FINCH  thing  about  our  own 

Daily  Herald  feelings  for  this  region.” 


“We’re  trying 
to  use  as  much 
open  space  as 
possible  in  the 
design.” 


By  designing  a  big  printing  plant  in  the 
Prairie  style,  the  Daily  Herald  will  be 
doing  something  Frank  Lloyd  Wright 
himself  never  did.  But  according  to 
Wright  expert  Sidney  Robinson,  an 
associate  professor  at  the  University  of 
Illinois-Chicago’s  architecture  school, 
the  architect  actually  designed  a  printing 
plant,  although  not  in  the  Prairie  style. 
When  the  project  fell  through,  Robinson 
said,  Wright  recycled  the  design  by  adopt¬ 
ing  it  for  the  Johnson  Wax  headquarters 
that  still  stands  in  Racine,  Wis.  li 


ON  THE  SUPPLY  SIDE 


EQUIPMENT 

OUTPUT 

Glunz  &  Jensen 

Ringsted,  Denmark,  and  Elkwood,  Va. 

Added  the  InterPlater  135  HD  Polymer 
CTP  plate  processor  for  use  with  different 
manufacturers’  plates  (up  to  53  inches 
wide)  to  the  InterPlater  85  (up  to  34 
inches).  Four  preset  programs  allow  fast 
changeover  from  one  type  of  plate  to  an¬ 
other  in  minutes.  The  HD  Polymer  han¬ 
dles  up  to  250  plates  per  hour.  Options 
include  interfaces  for  unattended  opera¬ 
tion  and  automatic  internal  cleaning  of 


Glunz  &  Jensen’s  InterPlater  135  HD 


the  gum  section  —  “one  of  the  most  criti¬ 
cal  sections  for  cleaning,”  said  Customer 
Support  Engineer  Kjeld  Johnsson.  Point¬ 
ing  to  snap-lock  roller  removal,  he  said 
maintenance  requires  no  tools  or  special 
skills.  “We  have  reduced  maintenance  to 
one,  one-and-a-half  hours  from  four  or 
five  hours.”  The  processor  will  warn  of  im¬ 
pending  problems.  Should  a  problem  oc¬ 
cur,  an  electronic  automatic  interlink  can 
shut  down  a  whole  plate  line  rather  than 
just  the  processor.  Using  the  Internet,  a 
remote-access  system  enables  monitoring, 
warning,  and  software  downloading. 


Designed  to  develop  silver-based 
laser-imaged  plates  in  widths  up  to  85 
cm,  the  InterPlater  HD  Silver  proces¬ 
sor  also  can  process  the  new  blue- 
laser  CTP  plates.  Its  high-capacity 
filter  module  has  a  dual  tank  and  four 
large  filters,  helping  extend  filter  life 
and  make  plate  cleaning  more  effec¬ 
tive.  The  module  is  mounted  in  the 
drawer  of  the  processor  side  for  con¬ 
venient  access  and  best  use  of  space. 

Already  available  from  Autologic 
and  Nela,  the  InterPlater  is  now  also 
distributed  by  Western  Lithotech  (see 
next  entry). 


Western  Lithotech,  st.  Louis 
Brought  out  the  DiamondPlate  LV-1 
photopolymer  subtractive  plate,  which  it 
calls  the  first  silver-free  plate  for  use  with 
blue/violet  laser  platesetters.  The  LV-1 
requires  no  preheating  and  is  yellow- 
light  safe.  Dot  resolution  is  2%-98%. 

PRESSROOM 

Heidelberg  Web  Systems  Inc. 

Dover,  N.H. 

Contracted  to  supply  IPS  group, 
France’s  second-largest  printer  of  free 
newspapers,  with  two  identical  Mainstream 
presses  to  replace  other  presses  at  plants  in 
Reyrieu  and  Amiens  in  spring  of 2002.  In 
the  first,  essentially  dedicated  to  the  group’s 
free  newspapers,  the  Mainstream  will  print 
approximately  2  million  copies  a  week. 
Rotopicardie  vnll  print  about  3.5  million 
copies  weekly  of  the  free  newspaper  Le  Gal- 
ibot  for  distribution  in  the  north  of  France. 

Each  four-tower  press  will  comprise  28 
couples,  six  Contiweb  FD  pasters  accom¬ 
modating  a  68-inch-wide  webs,  and  a  JF 
255  jaw  folder  equipped  with  double 
chopper  fold.  Cut-off  will  be  23V8  inches. 


Heidelberg  Web  Systems  Inc.’s  Mainstream 


“We  wanted  to  offer  more  color  in  our 
publications,  together  with  higher  page 
counts,  four-page  broadsheet  increments, 
and  increased  advertising  possibilities,”  said 
Francis  Cartoux,  IPS  group  chairman. 

BOWATER  Inc.,  Greenville,  S.C. 

Signed  a  preliminary  letter  of  intent  with 
Sepoong  Corp.  and  its  major  creditor, 
Chohung  Bank,  to  buy  the  Sepoong  paper 
mill  in  Kunsan,  South  Korea,  for  $201 
million.  The  mill  has  a  recycled  newsprint 
capacity  of  approximately  265,000  metric 
tons.  The  acquisition  is  subject  to  nego¬ 
tiation  of  a  definitive  agreement  and 
approvals  by  regulators  and  Sepoong 
creditors.  In  1998,  Bowater  acquired 
similar  production  capacity  when  it 
bought  the  Hdla  recycled  newsprint 
mill  in  Mokpo,  South  Korea. 

POST-PRESS 

Burt  Technologies  Inc. 

Evergreen,  Colo. 

Will  install  its  Burt  System  NT 
packaging  and  distribution  software  at 
the  Omaha  World-Herald,  the  Detroit 
Newspaper  Agency,  The  Miami  Herald, 
The  News  Tribune,  Tacoma,  Wash.,  and 
The  Stuart  (Fla.)  News. 
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-ANNOUNCEMENTS- 


ASTROLOGY 


WEEKLY  -  MONTHLY  -  CAMERA  READY 

FREE  link  to  WWW  brings  readers 
Time  Data  Syndicate  (800)  322-5101 


ELECTION  2000 


DO  YOU  KNOW  HOW 
YOUR  CONGRESSMAN  VOTED? 

www.rollcallvotes.com 

NOW  POSTED:  TOP  VOTES 
OF  THE  106TH  CONGRESS 

WWW.  rol  leal  lvotes.com 

ENTERTAINMENT 

HOLLYWOOD  BEHIND-THE-SCENES 

Fax  request  for  samples  and  rates  to: 
L.A.  Features  (847)  446-4804 


SLIGHTLY  OFF  SUPERMOM! 
Syndicated  columnist  Deb  Di  Sandro 
(515)222-6994  www.slightlyoff.com 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  927-0164 


LOW-COST,  HIGH  quality  crossword 
puzzles  syndicated  for  newspapers. 
www.arealinks.net/SatoriPub/ 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 

APPRAISALS  &  Formal  Business  Pians 
KAMEN  &  CO.  GROUP  SERVICES 
NY  (516)  379-2797 
Fax  (516)  379-3812 

Tampa,  FL  (727)  786-5930 
E-mail:  kamenandco@aol.com 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


EXECUTIVE  SEARCH 


NEWSPAPER  APPRAISERS 


WHAT’S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It’s  Free! 
www.mediamergers.com 


NEWSPAPER  BROKERS 


780  Sold -Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S. West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  negotia¬ 
tions  for  sale  and  purchase  of  highest  qual¬ 
ity  daiiy  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Clearwater  Beach,  FL  34630 

No  obligation  of  course. 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

RO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales,  Acquisitions,  Mergers 
(661)  323-3220,  Fax  (661)  323-3090 
www.media-broker.com 


Leader  in  Sale 
of  Community  K..  ^  Wk 
Newspapers 

Check  our  References 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 

6731  Desco  Dr,  Dallas,  TX  75223 
ww'w.rickenbachermedia.com 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 
www.publicationsforsale.com 


EXECUTIVE  SEARCH 


Executive  Search  Consultants 

“Our  Associates  are  former  newspatper  execs  with  over  70  years 
experience.  Call  me  for  a  confidential  discussion  of  your  needs. ' 

Ron  Haas  &  Associates 

71 3-377-8955  Fax  71 3-977-9656 
e-mail:  rhaas@rhaas.com 

Ron  Haas 

NEWSPAPER  BROKERS 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
RO.  Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
"A  tradition  of  service  to 
community  newspapers” 
(580)  421-9600 
RO.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


NEWSPAPERS  FOR  SALE 


BE  YOUR  OWN  boss.  For  Sale  -  Estab¬ 
lished,  awarding-winning  paid  weekly 
newspaper  in  Central  Massachusetts 
near  culture  and  country  living.  Rea¬ 
sonably  priced.  Owner  is  retiring. 

Box  01395,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To  ... 
www.mediamergers.com 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 


NEWSPAPER  APPRAISERS 


PUBUCA-nONS  FOR  SALE 


FREE  LISTING  in  nation’s  marketplace 
for  buying  and  selling  publications. 

www.publicationsforsale.com 


PUBUCATIONS  WANTED 


PUBLICATION  WANTED 

Mature  newspaper  couple  want  to  buy 
weekly  within  500  miles  of  Kansas  City. 
Excellent  references  and  credit  history. 
Presently  employed,  but  ready  for 
opportunity.  Will  honor  confidentiality. 

Email  tO:  lands99@hotmail,com 


-EQUIPMENTS  SUPPLIES- 


CAMERA  &  DARKROOM 

NO  NONSENSE  50“  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)372-0372 


MAILROOM 


BIG  STUFF  SOLUTIONS 
Need  to  feed  big  stuff? 

See  our  feeders,  hoppers  and  more  at: 
WWW. bigstuff-stepper.com 
(913)  782-2584 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 

Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


NEWSPAPER  APPRAISERS 


!  Confidential  Appraisal  - - 

j  for  Estate,  ESOP,  AsSOCiatCS 

I  Partners,  Bank,  Tax,  PubHcation  Brokerage 

i  Stock,  Assets  *  Appralaala  set  1923 

I _ ; _ ^ _  Over  2000  papers  soM  . 


cribb.com 

Conffctential  •  Convanient ' 
24  hours  a  day,  7  daya  a  waak 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Ciibb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
jerlbbOimLnet 


'Jim  Hicks  . 
307-684-7431 
336  US  16  East, 
Buffalo,  WY,  62^ 
jfhicksOtrib.com  v. 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  34105 
tokisOmindspring.com 


For  a  tlstihg  of  publicatipns  for  salef^  to  www.cr1pb.com 
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770  Broadway,  7th  Floor,  New  York,  NY  10003 


HPREUSS@EDITORANDPUBLISHER.COM 


MAILROOM 


NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 
•Spare  Parts*Training  •Installation 
•  Mailroom  Systems  •Inserter  Controls 
•Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 
Phone;  (508)  850-7945 
Fax;  (508)  850-7951 
www.newstec.com 

NEWSRACKS 


Coin  Operated,  Free  Distribution, 
Wire,  Plastic,  Wood,  Counter, 
Floor  &  Wall ...  We  Have  It  All! 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 

NATIONAL /V£lVSl^£A/D 

7324  Greenbush  Ave.,  N.H.,  CA  91605 


_ PREPRESS _ 

Currently  Available  from  Inland 

•  Two  9-unit  GOSS  METROLINER  pre¬ 
sses  each  with  inverted  double  3;2  Sov¬ 
ereign  folders,  9  units  &  5  half  decks 
(66"  printing  cylinders),  &  42”  RTP’s. 

•  22"  GOSS  COLORLINER,  27  printing 
couples,  double  3;2  160-page  folder, 
nine  45"  RTP’s  - 1990  vintage. 

•  6-unit  GOSS  URBANITE  with  U-1032 
folder,  two  125  HP  drives. 
Refurbished  and  ready  to  ship. 

•  8-unit  GOSS  SSC  consisting  of  SSC- 
292  folder,  1985  vint^e  units  with 
drop  down  levers  and  RCR! 

•  6-unit  HARRIS  VISA  press  with  JF7 
&  30  HP  drive  (ductor  &  continuous 
style  units).  Can  be  seen  in  operation. 

•  4-unit  NEWS  KING  with  KJ6  and  30 
H.R  motor  and  drive.  Can  be  seen  in 
operation. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  15999,  Lenexa,  Kansas  USA  66285 
(913)  492-9050  •  FAX  (913)  492-6217 
www.inlandnews.com 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


AVAILABLE 

4  Goss  4  High  Towers 
C  150  21.5"  cutoff 
Can  be  converted  to  SSC  cylinders 
Completely  remanufactured  - 
$195,000.00  per  4  high 
Prices  are  FOB  our  dock 
Call;  Universal  technology  of  Indiana,  Inc. 
(219)924-4217 


•  Goss  3;2  Folders  23  9/10",  22  3/4”, 

22",  21  1/2”,  21“ 

•  New  or  Rebuild  Goss  R.T.P.  42”  + 
45" 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Harris  1650  folder  22  3/4” 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 

USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 
MOUNTAIN  STATES,  INC. 

(800)  257-3045 
www.msicylinders.com 

WANTED  TO  BUY 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)428-5817,  Fax  (770)  590-7267 


-INDUSTRY  SERVICES- 


ADVERTISING  SERVICES 


Pasr-rt‘fJote  Adyertisi/ip  by 

NoteAds«Ofn 

NoteAcU.com.  Inc.  is  your  source  for  the 
printing  and  pUcoment  of  Post>ll*  Note  ads. 

•  Proven  to  enharvue  readership  and  response 
of  your  pnnt  media  advertising. 

•  Authonzed  distnbutor  of  3M 


CIRCULATION  SERVICES 


AVAILABLE  IMMEDIATELY! 

275  Prime  E.S.T.  Zone  Sales  Hours. 
Short  or  Long  Term. 
Commission  Based,  Projects  Preferred. 

Northwest  Circulation  Sales,  Inc. 
(877)  540-8754 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 


30%  PAID  IN  ADVANCE  -  GUARANTEED! 

As  required  by  the  FTC  all  pre-sales  are  digitally  recorded,  reviewed  and 
archived  to  CD  each  week. 

Learn  more  at  www.circulationservices.com 
To  set  up  a  complementary'  test  for  your  newspaper  call  Andy  Orr  at: 

(970)  493-0470  ext.  109 

Inbound  ^  Outbound  ^  Data  Software  ^  Sales  ^  Surveys 
Verification  ^  Retention  ^  Quality 
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CIRCULATION  SERVICES 


38  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
Eric  Southward 

www.metro-news.com 


HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail:  Hdlinel@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone  (732)  738-5100,  Fax 
(732)738-5115 
E-mail  JanMont@Earthlink.com 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 
WWW.PROSTARTS.COM 


SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 
(303)791-3301  www.fakebrains.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  ladder- 
ways?  Dirty  air  handling  systems,  duct 
work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2 1 1 0 


-HELP  WANTED- 


ACADEMIC 


GENERAL  MANAGER,  STUDENT  MEDIA 
(DIRECTOR,  STUDENT  AFFAIRS) 
Florida  International  University  is  a  com¬ 
prehensive  urban  institution  that  is  part 
of  the  Florida  State  University  System. 
Located  in  Miami,  the  University  serves  a 
culturally  diverse  population  of  over 
31,000  students.  The  Student  Affairs 
Division  offers  a  full  range  of  services  and 
programs  designed  to  meet  the  needs  of 
students  and  support  the  academic 
mission  of  the  University. 

The  General  Manager  of  Student  Media 
will  advise  the  weekly  student  newspa¬ 
per,  The  Beacon.  The  advisor  should 
possess  excellent  management  skills  and 
have  experience  in  developing  financial 
and  advertising  plans  for  a  student 
newspaper.  The  general  manager  will 
also  supervise  the  advisor  for  the  student 
FM  radio  station  and  the  student 
yearbook  and  be  responsible  for  assisting 
with  all  aspects  of  their  operations. 
Minimum  requirements;  a  Master’s 
degree  in  journalism  or  closely  related 
field  and  six  years  of  experience  in  stu¬ 
dent  publications  advising;  or  a 
Bachelor’s  degree  in  an  appropriate  area 
of  specialization  and  eight  years  of 
appropriate  experience.  Experience  in 
desktop  publishing  and  radio  station 
advising  also  helpful.  Salary  and  benefits 
are  competitive. 

The  closing  postmark  deadline  for  this 
position  is  December  1.  Resume,  names 
of  three  references  with  current  telephone 
numbers,  and  a  copy  of  appropriate 
transcripts  or  diploma  should  be  sent  to; 

Dr.  Lillian  Kopenhaver 
ACII338B 

Florida  International  University 
3000  N.E.  151  Street 
Miami,  FL  33181 
Please  reference  Position 
#62483  in  your  letter. 

FlU,  a  member  of  the  SUS,  is  an 
E0/EA//\A  Employer 


ASSISTANT  PROF.  OF  JOURNALISM 
Entry-level  probationary,  (t-track)  Assis¬ 
tant  Professor  of  Journalism.  Minimum; 
Doctorate  in  journalism  or  other  related 
field  preferred. 

For  a  complete  job  description  see: 
www.winona.msus.edu/humanresources 
Or  call:  (507)  457-5639.  AA/EOE 

www.editorandpublisher.com 
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Phone:  1-888-825-9149  -  CLASSIFIED  AOVERTISINfi 


~  Fax :  (646)  654-5312 


770  Broadway,  7th  Floor,  New  York,  NY  10003 


HPREUSS@  EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ACADEMIC 


NEWS-EDITORIAL  ASST.  PROFESSOR 
California  Polytechnic  State  University 
seeks  a  news-editorial  assistant  pro¬ 
fessor  for  an  accredited  Journalism 
Department,  starting  September  2001. 
Demonstrated  knowiedge  of  new  media 
technologies  required.  Successful  candi¬ 
date  is  expected  to  reach  writing  for  the 
media,  copy  editing,  visual  communica¬ 
tion,  and  computer-assisted  reporting. 
Expertise  in  online  reporting  is  highly 
desirable.  Possibility  of  advising  the 
award-wining  campus  daily. 

All  candidates  are  expected  to  have  pro¬ 
fessional  media  experience.  A  minimum 
of  a  M.A.  in  journalism  or  related  field  is 
required.  Ph.D  preferred.  ABD  con¬ 
sidered.  Applicants  must  demonstrate 
strong  commitment  to  scholariy  activities 
and  professional  development.  Salary  Is 
commensurate  with  qualifications  and 
experience. 

Refer  to  Recruitment  Code  #13401  and 
send  letter  of  application,  resume,  and 
three  current  letters  of  reference,  and 
official  transcripts  to: 

Dr.  Nishan  Havandjian 
Head,  Journalism  Department 
Cal  Poly  State  University 
San  Luis  Obispo,  CA  93407 
Applications  must  be  postmarked  by 
January  15th  2001. 

Cal  Poly  is  strongly  committed  to  acniev- 
ing  excellence  through  cultural  diversity. 
The  university  actively  encourages 
applications  and  nominations  of  women, 
persons  of  color,  applicants  with  dis¬ 
abilities,  and  members  of  the  other 
under-represented  groups.  AA/EOE 


2001-2002  TENURE  TRACK  POSITION 
IN  JOURNALISM 

The  Journalism  Department  at  San 
Francisco  State  University  seeks  to  hire 
a  full-time  faculty  member  with 
extensive  reporting  experience  and 
varied  journalistic  background,  capabie 
of  teaching  reporting  and  writing  skills, 
and  survey  courses  and  advising  student 
publications. 

Qualifications:  1)  exceptional  pro¬ 
fessional  experience  (six  years  or  more), 
2)  bacheiors,  masters  or  Ph.D.,  3) 
demonstrated  ability  to  research,  write 
and  publish  in-depth  journalism  and 
journalism  analysis  and/or  more  tradi¬ 
tionally  scholarly  research,  4)  commit¬ 
ment  to  excellence  in  reporting  and  edit¬ 
ing,  5)  creativity  and  range  to  work  with 
colieagues  to  integrate  new  media  into 
journalism  studies,  and  6)  evidence  of 
successful  teaching. 

See  http://www.journalism.sfsu.edu 
Assistant  Professor  level,  salary  range 
from  $40,488  to  $51,036 
Application  review  begins  Feb.  19,2001 
Send  cover  letter,  curriculum  vitae,  sam¬ 
ple  syllabus  of  reporting  class,  seven 
examples  of  recent  published  work  and 
three  letters  of  recommendation  to: 

John  Burks,  Chair 
Journalism  Department 
San  Francisco  State  University 
1600  Holloway  Avenue 
San  Francisco,  CA  94132 
An  Affirmative  Action  Equal  Opportunity 
Employer 

www.editorandpublisher.com 


ACADEMIC 


ACADEMIC 


THE  AMERICAN  UNIVERSITY  IN  CAIRO 
(AUC)  has  one  or  more  openings  in  the 
Department  of  Journalism  and  Mass 
Communication.  Successful  candidates 
will  teach  undergraduate  and  graduate 
courses  in  two  or  more  of  the  foliowing 
areas:  new  media  technologies;  print  and 
broadcast  writing  and  reporting;  editing 
and  production;  graphic  design;  digital 
photography;  mass  media  and  interna¬ 
tional  communication;  advertising  and 
public  relations  as  integrated  marketing 
communications.  Ph.D.  is  preferred  and 
M.A.  is  accepted.  The  successful  candi¬ 
date  will  have  a  strong  professional  back¬ 
ground  and/or  substantial  experience  in 
university  teaching.  Workload  is  9  credit 
hours  per  semester,  with  commitments 
to  department  service  and  scholarship  or 
creative  endeavor.  English  is  the  lan¬ 
guage  of  instruction.  In  view  of  the  AUC’s 
protocol  agreement  with  the  Egyptian 
Government  which  requires  specific  pro¬ 
portions  of  Egyptian,  U.S.,  and  third- 
country  citizen  faculty,  at  this  time  pre¬ 
ference  will  be  given  to  qualified  appli¬ 
cants  who  are  U.S.  citizens.  Two-year 
appointment  would  begin  in  September 
2001.  Rank  open,  placement  and  salary 
based  on  qualifications  and  experience. 
For  re-located  hires,  housing,  annual 
home  leave  and  schooling  for  two  chil¬ 
dren  are  included.  Send  letter  of  applica¬ 
tion  specifying  Job  #  JMC-1/2  with  C.V. 
and  names  and  addresses  of  three 
references  to: 

Dr.  Earl  (Tim)  Sullivan,  Provost 
The  American  University  in  Cairo 
420  Fifth  Avenue,  FI.  SEP 
New  York,  N.Y.  10018-2729 
ore-mail  mrussell@aucnyo.edu 
before  November  23, 2000.  AUC  is  an 
Equal  Opportunity  Employer 


MEDIA  RELATIONS  SPECIALIST 
Washington  State  University,  Puget 
Sound  Area,  WA.  Full-time  Ad¬ 
ministrative  Professional. 

Required:  Bachelors  degree  in  journal¬ 
ism,  or  a  bachelor’s  degree  in  another 
field  with  four  years  of  experience  work¬ 
ing  in  mass  media  journalism;  demo¬ 
nstrated  ability  to  translate  scientific 
information  into  popular,  non-technical 
language;  communicate  effectively  in 
both  oral  and  written  form;  experience 
using  word  processing,  e-mail  and  World 
Wide  Web  computer  software. 

Desired:  Master’s;  experience  working  in 
or  with  newspapers,  broadcast,  or  public 
relations;  experience  in  analyzing  and  com¬ 
municating  about  issues  related  to  food 
safety  and  systems;  ability  to  work  under 
deadline  pressure.  For  complete 
responsibilities,  requirements  and 
qualifications,  see  WWW  posting  at 
http://cahenews.wsu.edu/safefood.htm. 
Application  Screening,  December  11, 
2000  until  filled. 

Send  letter  of  application,  resume, 
transcript  for  terminal  degree,  three 
reference  letters,  and  writing  or  audio/ 
video  tape  samples  of  work  illustrating 
writing  or  broadcast  skills  tO: 

Terence  L.  Day 
WSU  POB  646244 
Pullman,  WA  99164 
Phone:  (509)  335-2806 
Fax:  (509)  335-2863 
E-Mail:tefence@wsu.edu 
EOE'AA/ADA 


ASSISTANT  PROFESSOR 
OF  JOURNALISM 

RESPONSIBILITIES:  Teach  photo¬ 

journalism  in  traditional  and  digital  labs, 
writing,  reporting,  and  mass  communi¬ 
cations;  develop  course(s)  in  graphics 
and/or  on-line  journalism;  publish;  join 
in  committee  life. 

QUALIFICATIONS:  Terminal  degree  — 
Ph.D.  in  journalism  or  a  related  field  pre¬ 
ferred;  significant  professional  experi¬ 
ence  in  print  or  on-line  journalism. 
STARTING  DATE:  Fall  2001 
SEND  application  letter,  CV  or  resume, 
transcripts,  and  three  letters  of  recom¬ 
mendation  by  February  1,  2001  tO: 

Deckle  McLean 

Journalism  Search,  Simpkins  Hall 
Department  of  English  and  Journalism 
Western  Illinois  University 
1  University  Circle,  Macomb,  IL  61455 
WIU  has  a  strong  commitment  to 
diversity  and,  in  that  spirit,  is  particu¬ 
larly  interested  in  receiving  applications 
from  women,  minorities  and  persons 
with  disabilities. 

http://www.wiu.edu/users/mieng 


ACADEMIC 


ACADEMIC 


JOURNALISM:  Tenure-eligible  assistant 
professor  needed  August  2001  to  teach 
undergraduate  news  writing  and  report¬ 
ing  and  other  journalism  and/or  media 
courses  with  the  possibility  of  teaching 
graduate  courses.  Professional  journal¬ 
ism  experience;  evidence  of  teaching 
excellence  and  research  ability;  and 
either  earned  doctorate  in  journalism, 
mass  communication,  or  related  field  or 
ABD  with  completion  by  December. 
2001.  Salary  range  $33,000  to 
$37,000  depending  on  qualifications. 
Send  letter  of  application,  evidence  of 
teaching  effectiveness,  at  least  3  letters 
of  recommendation,  current  vitae,  copies 
of  all  transcripts  by  January  5,  2001  to 
Dr.  Gloria  J.  Galanes,  Head  Department 
of  Communication  and  Mass  Media. 
Southwest  Missouri  State  University, 
901  S.  National  Avenue,  Springfield, 
MO  65804-0095.  The  nev/ly-formed 
Department  of  Media,  Journalism  and 
Film  has  20-i-  full-time  faculty  and  over 
300  majors.  Programs  include  print  and 
broadcast  journalism,  media  production 
and  operations,  film  studies,  and 
electronic  arts.  EOE 


ACADEMIC 


New  York  University 


ASSISTANT/ASSOCIATE  PROFESSORS 
Department  of  Journalism 
AND  Mass  Communication 

The  Department  of  Journalism  and  Mass  Communication  in  the  Faculty  of  Arts 
and  Science  at  New  York  University  invites  applications  for  two  full-time, 
tenure-track  positions  at  the  rank  of  Assistant  or  Associate  Professor,  pending 
administrative  and  budgetary  approval.  For  both  positions.  Master's  Degree  is 
helpful,  but  not  required. 

Magazine  Journalism 

We  are  seeking  an  accomplished,  innovative  magazine  journalist  w  ith  extensive 
professional  experience,  a  strong  publishing  record,  and  a  substantial  intellec¬ 
tual  project  of  her  or  his  own.  The  successful  candidate  w  ill  coordinate  our  mag¬ 
azine  concentration  at  the  graduate  and  undergraduate  levels.  She  or  he  should 
have  good  industry  contacts,  broad  familiarity  with  the  opportunities  available 
for  young  journalists  (especially,  but  not  only,  in  New  York  City),  and  a  desire 
to  help  create  a  distinguished  and  distinctive  magazine  program  that  is  both  pro¬ 
fessionally-oriented  and  intellectually  rich.  Familiarity  with  the  World  Wide 
Web  and  its  many  implications  for  magazine  publishing  would  be  an  additional 
qualification. 

Digital/Internet  Journalism 

We  are  seeking  an  accomplished,  innovative  journalist  w  ith  extensive  profes¬ 
sional  experience  in  Internet  journalism,  a  strong  publishing  record,  and  a  sub¬ 
stantial  intellectual  project  of  her  or  his  own.  Duties  include  overseeing  the 
Department's  website  and  its  courses  in  digital  journalism.  The  successful  can¬ 
didate  will  advise  and  assist  the  Department  in  further  development  of  its  online 
presence.  She  or  he  should  have  good  industry  contacts,  broad  familiarity  with 
the  opportunities  available  for  young  journalists  (especially,  but  not  only,  in 
New  York  City),  and  a  desire  to  help  create  a  distinctive  digital  journalism  pro¬ 
gram  that  is  professionally-oriented,  intellectually  rich,  and  a  challenge  to  the 
growing  field  of  Internet  publishing.  Technical  skills  may  vary,  but  a  sound 
understanding  of  the  Internet  platform  is  essential. 

Positions  will  begin  September  1 . 2001 .  Send  cover  letter  and  resume  by  January 
10,  2001  to;  Alpha  Search  Conunittee  (for  Magazine  .lournalLst)  and  Beta 
Search  Committee  (for  Digital/Internet  Journalist),  Department  of 
Journalism,  New  York  University,  10  Washington  Place,  .New  York,  NT  KKHI.T 

NYU  is  an  Equal  Opportunity/Affirmative  Action  Empluyer. 

NOVEMBER  13,  2000  EDITOR& PUBLISHER  CL.ASSIFIEIDS  C3 
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NEWSPAPER/BROADCAST  JOURNALIST 
WANTED 

Florida  A&M  University’s  School  of  Jour¬ 
nalism,  Media  and  Graphic  Arts,  located 
in  Florida’s  hilly  and  woodsy  state  capi¬ 
tal,  Tallahassee,  seeks  a  top  quality  fac¬ 
ulty  member  beginning  in  August  2001. 
Position  #17664  -  Newspaper  or  Broad¬ 
cast  Journalism  educator.  Rank  and 
salary  negotiable  depending  on  qualifica¬ 
tions.  Ideal  tenure-track  candidates  will 
have  the  Ph.D.  in  journalism  or  mass 
communications  or  related  field,  suc¬ 
cessful  experience  in  computer-assisted 
reporting  and/or  web  publication  design, 
publication  record,  zest  for  teaching  and 
research. 

Professional  practice  track  candidates  con¬ 
sidered  with  Master’s  degree  in 
appropriate  field,  substantial  outstanding 
professional  broadcast  or  newspaper 
journalism  experience  including  com¬ 
puter-assisted  reporting  and/or  web  pub¬ 
lication  design,  zest  for  teaching  and  for 
continuing  professional  pursuits  from  an 
academic  setting. 

Florida  A&M  University  (FAMU),  founded 
in  1887,  was  the  1998  Time/Princeton 
Review  College  of  the  Year.  It  enrolls 
13,000  students  from  the  baccalaureate 
to  Ph.D.  level.  The  School  of  Journalism, 
Media  and  Graphic  Arts  has  450  majors 
in  two  divisions.  FAMU  is  an  Equal 
Opportunity  Employer. 

Positions  will  remain  open  until  filled. 
Apply  ASAP  tO: 

Robert  M.  Ruggles,  Dean 
School  of  Journalism 
Media  and  Graphic  Arts 
Florida  A&M  University 
108  Tucker  Hall 
Tallahassee,  FL  32307-4800 


ADMINIS’TRA'nVE 


GROUP  PUBLISHER:  California  Weekly 
group  seeks  publisher  w/  proven  group 
sales  and  leadership  abilities.  Full  finan¬ 
cial  and  operational  responsibility  for 
$5MM-i-  company.  Must  be  able  to  grow 
and  define  a  successful  operation  in  top  com¬ 
munities  of  world’s  technology  capital; 
develop  and  motivate  strong  team  of 
skilled  managers.  Competitive  salary  and 
equity.  Contact: 

David  Cohen 

Silicon  Valley  Community  Newspapers, 
RO.  Box  28,  San  Jose  CA  95103 
Or  E-mail:publisher@svcn.com 
No  phone  calls,  please. 


ADVERTISING 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


ADVANCEMENT 

See  how  far  your  newspaper  career  can 
go  with  Boone  Newspapers,  Inc.  See  the 
JOBS  page  at  our  web  site: 

www.boonenewspapers.com 


AD\TERTISING 


ADVERTISING  DIRECTOR 
Fed  up  with  “CORPORATE?”  Consider 
joining  us,  where  corporate  is  you. 

We  need  an  energetic  advertising 
director  to  lead  an  experienced  staff  at  a 
a  45,000  circulation  independent  daily 
in  Champaign-Urbana,  IL.,  one  of  the 
best  small  cities  in  the  Midwest-maybe 
the  world.  We’ve  got  small-town  atmo¬ 
sphere,  big-city  amenities  and  the  col¬ 
lege-town  flavor  created  by  the  Univer¬ 
sity  of  Illinois.  You’ll  have  a  10-minute 
commute  to  work,  and  it’s  only  a  couple 
of  hours  further  to  Chicago,  St.  Louis 
and  Indianapolis.  The  pay’s  OK,  and  we 
offer  all  the  standard  benefits-plus  fresh 
popped  popcorn  every  Friday.  If  you’re  a 
superb  strategist,  a  master  motivator 
and  a  fun  person  to  be  around,  you’ll  fit 
right  in  with  our  management  team. 
Send  resume,  salary  history  and 
references  to: 

John  R.  Foreman,  General  Manager 
The  News-Gazette 
RO.  Box  677 

Champaign,  IL  61824-0677 


SALES  MANAGER /ENTREPRENEUR 
Incredible  adventure  for  entrepreneurs 
and  sales  sharks  looking  for  fantastic 
career  opportunity.  Bigfoot  Media,  pub¬ 
lisher  of  the  Berkeley  Daily  Planet  &  San 
Mateo  Daily  Journal,  is  looking  for  high- 
energy  Sales  Managers  to  build  and  lead 
teams  at  small,  start-up  California  daily 
newspapers.  Absolutely  must  love  sales 
and  entrepreneurship!  Competitive  com¬ 
pensation  +  stock  options  for  aggressive 
leaders  (we  are  venture  capital-backed). 
Not  for  the  faint-hearted:  strong,  entre¬ 
preneurial  work  ethic  required!  E-mail 
cover  letter,  resume,  salary  history: 
hr@berkeleydailyplanet.net;  or 
Fax:  (510)  841-5695 


ADVERTISING  DIRECTOR 
Join  an  award  winning  sales  staff  at  the 
Herald-Journal  in  Spartansburg,  South 
Carolina.  This  is  a  New  York  Times 
owned  paper.  We  a^e  looking  for  a  high 
energy  individual  who  will  motivate  our 
sales  team.  Increasing  sales  and  revenue 
is  a  top  priority.  If  you  have  advertising 
experience  in  sales  and  strategies  and 
would  like  to  be  a  part  of  a  great  team, 
please  send  resume  to: 

Sheri  Yoder-PHR 
Human  Resource  Director 
Herald-Journal 
RO.  Box  1657 
Spartansburg,  SC  29304 
Or  E-mail  tO:sheri.yoder@shj.com 
An  Equal  Opportunity  Employer 


CLASSIFIED  SALES  MANAGER 
The  Ledger  in  Lakeland,  FL  seeks  expe¬ 
rienced  classified  advertising  sales  man¬ 
ager.  Minimum  3-5  years  sales  man¬ 
agement  experience.  Supervise  a  staff  of 
25.  Competitive  salary  with  excellent 
benefits  package.  Drug-free  workplace. 
Interested  candidates  mail  resume  to: 

The  Ledger 
Attn:  Steve  Schmidt 
RO.  Box  408 

Lakeland,  FL  33802-0408 
Visit  online  at:  www.theledger.com 
NOVEMBER  13,  2000 


ADVERTISING 


ADVERTISING/MARKETING  DIRECTOR 
Clarksburg  Publishing  Company,  a  well 
established  privately  owned  newspaper 
located  in  Northcentral  West  Virginia, 
has  a  need  for  a  Advertising/Marketing 
Director  to  coach  sales  representatives 
and  integrate  creative  marketing 
strategies.  This  position  is  part  of  a  team 
that  operates  an  18,000  combined  daily 
and  22,000  Sunday  newspaper  with 
other  products.  The  successful  individual 
will  possess  strong  organizational  skills, 
creative  revenue  generating  ideas  and  a 
proven  track  record  of  meeting  revenue 
goals.  Candidates  must  have  a  record  of 
creating  value  for  the  customer  and 
enabling  continuous  revenue  growth. 

We  offer  an  excellent  benefits  package 
including  major  medical,  short  and  long 
term  disability  and  401K  plan.  Please 
send  resume  and  cover  letter  including 
salary  to: 

Steve  Morris 

Clarksburg  Publishing  Company 
RO.  Box  2000 

Clarksburg,  WV  26302-2000 


INSIDE  SALES  MANAGER  -  Landmark 
Newspapers  is  seeking  a  multi  task 
oriented  leader  to  develop  a  new  inside 
sales  team  at  our  division  headquarters 
in  Shelbyville,  KY,  Initially  70%  of  the 
time  will  be  spent  on  the  phone  selling 
and  30%  managing.  Candidate  must 
have  at  least  two  years  of  advertising 
inside  sales  management  experience. 
Yellow  page  experience  a  plus.  Fax 
resume  to:  (502)  633-4447  attn:  Steve 
EOE 


SALES  MANAGER 

Growing,  independent,  weekly  agri¬ 
culture  newspaper  seeks  leader  and  bot¬ 
tom-line  contributor.  Hard  work, 
personal  selling  and  superb  management 
of  3  sales  reps  could  lead  to  part- 
ownership.  Need  ability  to  make  a  long¬ 
term  commitment;  proven  advertising 
sales  track  record;  Hard  work  ethic  and 
ambition.  Mail  or  E-mail  letter  selling 
yourself  followed  by  your  resume.  Tell 
why  you  would  deserve  to  own  part  of 
our  company.  Send  to: 

Rublisher,  300  South  7th  Street 
Rocky  Ford,  CO.  81067 
Or  E-mail  to:  prptolemy@ria.net. 


The  Ironton  Tribune,  a  five-day  daily  and 
Sunday,  in  Ironton,  Ohio,  is  looking  for 
an  experienced  advertising  manager.  The 
ideal  candidate  will  have  at  least  three 
years  experience  in  advertising  sales  plus 
at  least  two  years  in  a  management  posi¬ 
tion.  The  right  candidate  will  have  a 
record  of  growing  advertising  sales  in 
spite  of  economic  downturns.  He/she 
will  understand  the  difference  between 
selling  ads  and  idea  selling.  He/she  will 
understand  that  today’s  advertisers  want 
advertising  partners,  not  someone  to 
stop  by  occasionally  and  pick  up  ads.  If 
you  have  the  experience  and  understand 
what  we’re  looking  for,  please  send  your 
resume  to: 

Bob  Jodon,  Rublisher  &  Editor 
The  Ironton  Tribune,  PO  Box  647, 
Ironton,  OH  45638  or  send  an  email  to 
bob.jodon@irontontribune.com 


C4  EDITOR  &  PUBLISHER  CLASSIFIEDS 


ADVERTISING 


DISPLAY  ADVERTISING  DIRECTOR 
Madison  Newspapers,  Inc.,  publisher  of 
the  Wisconsin  State  Journal  an  The  Cap¬ 
ital  Times,  is  searching  for  a  seasoned 
Display  Advertising  Director. 

This  experienced  advertising  manager 
will  be  responsible  for  the  leadership 
and  direction  of  the  advertising  sales  and 
support  staff  to  achieve  revenue  goals. 
The  emphasis  will  be  two-fold. 

1)  Develop  plans  and  strategic  direction 
for  the  retail  and  classified  display 
advertising  department,  including  re¬ 
venue  and  expense  budgeting  and 

2)  Create  a  shared  vision  that  is 
primarily  focused  on  obtaining  sales 
goals.  As  a  member  of  the  managing 
team,  this  position  will  be  a  strategic 
partner  in  identifying  and  developing 
strategies  to  further  the  organization’s 
goals  and  addressing  and  meeting  the 
needs  of  our  customers. 

Minimum  requirements  include  a  bache¬ 
lor’s  degree  in  marketing,  management, 
journalism,  business  or  related  field,  or 
the  equivalent  in  experience,  and  five 
years  print  media  management  experi¬ 
ence  with  at  least  three  years  in  sales 
management  experience.  The  ideal  can¬ 
didate  will  possess  strong  leadership  and 
management  skills,  excellent  inter¬ 
personal,  organizational  and  problem 
solving  skills,  the  ability  to  develops  a 
cohesive  team  and  the  ability  to  develop 
and  apply  creative  solutions  to  problems. 
Additionally,  this  position  requires  a  pro¬ 
ven  ability  in  making  sound  decisions, 
leading  and  motivating  a  large  staff, 
developing  and  maintaining  relationships 
with  customers,  and  demonstrated  expe¬ 
rience  with  planning  and  budgeting. 

For  prompt  consideration,  please  send 
cover  letter  and  resume  by  Nov.  17, 
2000  to: 

Madison  Newspapers,  Inc. 
Attention:  Human  Resources 
1901  Fish  Hatchery  Road 
Madison,  Wl  53708 
Fax:  (608)  252-6082 
E-mail.jobs@madison.com 
AFFIRMATIVE  ACTION/EQUAL 
OPPORTUNITY  EMPLOYER 


ADVERTISING  DIRECTOR 
Top-ranked  suburban  daily  seeks  an 
aggressive  leader  to  energize  staff  and 
revitalize  sales.  Dynamic  major  college 
town  of  lOOK.  Individual  who  can 
motivate  &  develop  new  programs  will 
find  a  prime  opportunity.  Send  resume  & 
salary  desired  to: 

David  Stringer 
The  Norman  Transcript 
RO.  Box  1058,  Norman,  OK  73070 
Or  E-mail: 

publisher@normantranscript.com 


CIASSIFIKD  ADVKRTISKRS: 


If  you  don’t  see  a 


C.ATEdOKV  Til, AT  l■T^S,V()IIR  NEEDS, 


PLEASE  CALL  US  AT 


www.editorandpublisher.com 


Phone:1-888-825-9149  -  CmniFIED  ADKEITISIIIB  ~  Fax :  (646)  654-5312 

770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


ADVERTISING 


THE  TIMES-NEWS  in  Burlington,  NC, 
27. Sk  daily  /  28.5  Sunday  is  seeking  a 
growth  driven  Advertising  Director.  This 
position  reports  to  the  General  Manager 
and  will  have  direct  responsibility  for 
sales  and  revenue  growth  in  the  Retail, 
Classified  and  New  Media  departments. 
Responsibilities  include  sales,  budgeting, 
management  and  development  of  sales 
and  creative  service  teams.  Must  have 
track  record  of  growing  ROP,  preprint 
and  ancillary  revenues.  New  product 
development  experience  is  also  desired. 
Must  have  at  least  five  years  of  prog¬ 
ressive  newspaper  advertising/manage¬ 
ment  experience,  and  a  thorough 
understanding  of  marketing  data  and 
sales  application.  This  person  must  have 
strong  communications/mentoring  skills 
and  ability  to  develop  excellence  in 
customer  service. 

To  apply,  send  resume  and  cover  letter 
to:  The  Times-News,  Attn:  General  Man¬ 
ager,  707  S.  Main  St.  Burlington,  NC 
27215  Fax  (336)  513-2184.  Phone 
(336)  227-0131,  ext.  3060. 


or  email  to:  pmauney@link.freedom.com 


ART/EDITORIAL 


SENIOR  LAYOUT  EDITOR 
The  Florida  Catholic,  the  nationls 
largest  circ  Catholic  weekly  newspaper, 
seeks  a  creative  individual.  The  suc¬ 
cessful  candidate  will  be  a  team  player 
and  have  a  degree  in  journalism  as  well 
asfiveyearsl  experience. 

Responsibilities  will  include  organizing 
material  for  two  dioceses  as  well  as  com¬ 
mon  pages  on  a  weekly  basis.  Must  be 
proficient  in  Pagemaker  and  have  a 
knowledge  of  Photoshop  as  well  as 
newspaper  style.  Good  benefits  including 
health/dental/vac.  Send  resume  and  five 
samples  tO: 

Steve  Paradis,  Editor/General  Manager 
RO.  Box  609512 
Orlando,  FL  32860  9512. 


TEAM  LEADER/DESIGN 
This  presentation  team  leader  serves  as 
the  director  of  ail  Tampa  Tribune  design 
style,  working  with  key  managers  to 
estabiish  the  newspaper’s  design  philos¬ 
ophy  and  to  ensure  it  is  carried  out  each 
day,  across  all  news  sections.  The  team 
leader  for  design  supervises  the  design 
division  of  the  Universal  desk  — 
coaching,  mentoring,  critiquing,  raising 
standards,  heiping  with  recruiting  and 
training,  leading  and  enforcing  maestro 
sessions  and  developing  stronger  rela¬ 
tionships  between  the  primary  editors 
and  designers.  Send  cover  letter  and 
resume  to: 

Senior  Editor  Pat  Mitchell  at 

omitchell@tampatrib.com. 


CIRCULATION 


ADVANCEMENT 

See  how  far  your  newspaper  career  can 
go  with  Boone  Newspapers,  Inc.  See  the 
JOBS  page  at  our  web  site: 

www.boonenewspapers.com 


NOVEMBER  13,  2000  EDITOR  &  PUBLISHER  CLASSIFIEDS  C5 


CIRCULA'nON 


CIRCULATION  DIRECTOR 
The  Daily  Inter  Lake,  Northwest  Mon¬ 
tana’s  leading  daily  newspaper,  circula¬ 
tion  16,000,  is  in  search  of  a  Circulation 
Director  to  join  our  management  team. 
Responsibilities  include  planning  and 
directing  daily  operations  in  the  Circula¬ 
tion  Department,  including  sales,  ser¬ 
vice,  collections,  budget  preparation,  as 
well  as  leading  and  motivating  staff. 
Qualified  candidates  will  possess  a  min¬ 
imum  of  3  years  supervisory  experience 
in  circulation  and  demonstrate  a  strong 
background  in  sales.  Preference  will  be 
given  to  results  oriented  professionals. 

An  exceptional  compensation  package 
is  being  offered  including:  60-75K 
salary  commensurate  with  experience, 
401(k)  retirement  plan, medical  and  life 
insurance,  paid  holidays  and  vacations. 
The  Daily  Interlake  is  located  in 
Kalispell,  MT,  a  rapidly  growing  com¬ 
munity  located  at  the  entrance  to  Glacier 
National  Park.  The  area  boasts  two  ski 
areas,  superb  fishing,  a  thriving  arts 
scene,  and  much  more. 

Please  reply  with  resume,  salary  history 
and  references  to: 

Tom  Kurdy,  Publisher 
The  Daily  Inter  Lake 
RO.  Box  7610,  Kalispell,  MT  59904 
Fax:  (406)752-6114 
E-Mail:  kurdy@hagadone.com 
The  Daily  Inter  Lake  is  an  EOE 


SALES  &  MARKETING  MANAGER 
The  Fayetteville  (NC)  Observer  seeks 
Sales  and  Marketing  Manager.  Excellent 
opportunity  for  an  experienced  sales 
manager  who  would  like  to  grow  their 
career  at  a  family-owned,  progressive 
newspaper. 

Responsibilities  include:  telemarketing 
contractors,  in-house  retention,  NIE 
sponsorship,  direct  mail,  single  copy 
inserts,  kiosk  sales,  carrier  and  dealer 
newsletters,  contests  and  special  event 
selling. 

The  ideal  candidate  has  a  minimum  of 
five  years  of  previous  circulation  man¬ 
agement  experience,  with  a  concentra¬ 
tion  in  sales.  We  offer  a  competitive 
salary  and  commission  plan,  401(k) 
with  generous  employer  match,  paid 
vacation,  medical  and  dental  insurance 
as  well  as  a  wonderful  climate. 

For  consideration,  please  send  a  cover 
letter  and  resume  with  salary  history  to: 
Norrell  S.  Nelson,  Circulation  Director 
The  Fayetteville  Observer 
RO.  Box  849,  Fayetteville,  NC  28302 
Phone  (910)  486-3506 
Fax:  (910)  486-5340 
E-mail:nelsonns@fayettevillenc.com 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


CIRCULA'nON 


CIRCULATION  MANAGER 
Due  to  a  corporate  promotion  our  top 
single  copy  position  is  open.  Located  in 
the  Philadelphia  suburbs,  we  are  a 
50,000  circulation  7-day  morning 
newspaper  with  half  of  our  circulation  in 
single  copy.  Our  numbers  are  on  the  rise 
and  we  need  someone  who  will  keep  the 
momentum  going.  Only  candidates  with 
prior  single  copy  experience  will  be  con¬ 
sidered.  We  offer  a  good  starting  salary, 
bonus,  benefits  and  the  chance  to  be 
part  of  a  winning  team.  Send  your 
resume  and  salary  requirements  tO: 

Mike  Murray,  Circulation  Director 
The  Daily  Times 
Primos,  PA  19108  or  e-mail  at 
circ@op.net.  No  phone  calls  please 


CENTRAL  FLORIDA  DAILY  with  shop¬ 
pers  seeks  experienced  circulation 
director.  Reply:  News  Chief,  RO.  Box 
1440,  Winter  Haven,  FL  33882 
or  email:  publisher@newschief.com 


ACADEMIC 


CIRCULATION 


HOME  DELIVERY  MANAGER 
Seeking  Home  Delivery  Manager  to 
supervise  and  lead  a  group  of  Distribu¬ 
tion  Center  Managers,  manage  on-time 
delivery,  increase  circulation  by  achiev¬ 
ing  service  goals  and  insuring  proper 
management  of  independent  contractors, 
plus  other  duties  assigned  to  make  our 
circulation  soar!  Requires  excellent 
communication,  organizational,  and  peo¬ 
ple  skills,  and  a  minimum  of  five  years 
in  the  newspaper  industry.  Basic  com¬ 
puter  skills  a  plus. 

We  offer  excellent  pay  and  a  full  benefits 
package. 

Send  resume  with  cover  letter  to: 
Human  Resources 
The  Morning  News 
2560  No.  Lowell  Read 
RO.  Box  7,  Springdale,  AR  72765 
E-mail:jeaston@nwaonline.net 
Fax:  (501)  872-5006 
Drug  Screen  Required 
EOE 


ACADEMIC 


WANTED:  RISING^STAR 
ASSISTANT  PROFESSOR  IN 
COMMUNICATION  TECHNOLOGY 

The  School  of  Journalism  and  Mass  Communication  at  the  University  of  North 
Carolina  at  Chapel  Hill  is  searching  for  an  outstanding  person  to  join  the  faculty  as 
an  assistant  professor  in  communication  technology.  The  School  recently  moved 
into  a  handsome,  well-equipped  building  and  seeks  a  colleague  with  vision  and 
dedication  to  continue  the  School’s  tradition  of  excellence. 

Duties:  Teach  skills  and  conceptual  courses  and  conduct  research.  We  want  an 
inspiring  scholar  to  teach  and  carry  out  research  with  undergraduate  and  graduate 
students  about  online  communication;  incorporate  interactive  storytelling  with 
multimedia  applications;  and  locate,  analyze  and  present  information  in  a  largely 
interactive  setting.  Advise  theses  and  dissertations.  Perform  other  customary  duties 
of  a  faculty  member:  advising  and  service. 

Qualifications:  Capability  and  expertise  to  become  an  outstanding  teacher  and  pro¬ 
duce  excellent  research.  Appropriate  academic  degree  (Ph.D.  preferred)  and  relevant 
experience,  especially  in  interactive  technology.  The  person  might  have  an  academic 
background  and  professional  experience  in  mass  communication,  computer  science, 
information  science,  online  media,  information  technology  or  another  area. 
Appointment,  Rank,  Salary:  Starting  date:  July  1,  2001,  or  as  soon  as  possible 
thereafter.  Rank:  Assistant  Professor.  Salary  competitive  with  peer  academic  institutions. 
Deadline:  The  search  committee  will  begin  to  review  applications  on  December  18, 
2000. 

Applications:  Submit  a  letter,  resume  and  names  of  at  least  three  references.  If  you 
wish,  send  course  proposals,  syllabi  or  other  appropriate  material,  all  to: 

Send  materials  to: 

Proffessor  Thomas  A.  Bowers 
Chair  Communication  Technology  Search  Committee 
School  of  Journalism  and  Mass  Communication 
Campus  Box  3365 

University  of  North  Carolina  at  Chapel  Hill 
Chapel  Hill,  NC  27599-3365 
Telephone:  (919)  962-4373  Fax:  (919)  962-0620 
E-mail:tbowers@email. unc.edu 

The  University  of  North  Carolina  at  Chapel  Hill  is  an  equal-opportunity  employer 
and  encourages  applications  from  all  qualified  persons.  Applications  from  women 
and  minorities  are  encouraged. 


www.edltorandpublisher.com 


Phone:1-888-825-9149  ~ 


CLASSIFIED  ADVERTISING  -Faoc:C646) 654-5312 


770  Broadway,  7th  Floor,  New  York,  NY  10003 


-HELP  WANTED- 


CIRCUIATION 


HOME  DELIVERY  ZONE  MANAGER 
The  San  Mateo  County  Times,  a 
MediaNews  Group  subsidiary,  located  on 
the  Peninsula  in  California's  booming 
Bay.  Area  Market,  is  seeking  a  well 
organized,  highly  motivated  individual  to 
manage  four  to  eight  independent  con¬ 
tractors  in  our  newspaper  home  delivery 
operation.  You  will  guide  our  contractors 
to  success  by  providing  the  highest  qual¬ 
ity  service  to  our  customers,  ensuring 
that  their  newspapers  arrive  on  time, 
everyday. 

However,  applicants  should  have  a  min¬ 
imum  of  2  years  management  experi¬ 
ence  in  a  service-oriented  industry.  Be  a 
part  of  the  fastest  growing  newspaper 
group  in  California's  Bay  Area.  To  apply, 
send  a  cover  letter  and  resume  to; 

San  Mateo  County  Times 
Attn:  Human  Resources 
RO.  Box  28884,  Oakland.  CA  94604 
Or  Fax:  (510)  293-2725 

_ EDITORIAL _ 

ADVANCEMENT 

See  how  far  your  newspaper  career  can 
go  with  Boone  Newspapers,  Inc.  See  the 
JOBS  page  at  our  web  site: 

www.boonenewspapers.com 

EDITOR  FOR  2  TIME  weekly  in  central  flor- 
ida  must  have  experience  in  all  phases  of 
editorial,  Inc.  quark,  photoshop  and 
pagination  fax  resume  to:  (352)  394-8001 


ACADEMIC 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
Opening  for  a  morning  editor  who  han¬ 
dles  deadline  copy  for  that  day’s  edition, 
as  well  as  advance  copy.  Helps 
supervise  the  news-gathering  operation 
for  a  six-day  PM  with  40,000  circulation 
in  growing  and  dynamic  Tucson,  Ari¬ 
zona.  Minimum  five  years  experience  in 
an  editing  or  writing  job.  Competitive 
pay  and  benefits.  Send  resume,  cover  let¬ 
ter  and  three  examples  of  your  work  tO: 
Michael  A.  Chihak 
Tucson  Citizen,  Box  26767 
Tucson,  AZ  85726 
Email:jobs@tucsoncitizen.com 
www.tucsoncitizen.com 

REPORTER 

The  Trucker,  a  national  bi-weekly  cover¬ 
ing  the  truckload  freight  industry,  has  an 
immediate  opening  for  a  full-time 
reporter.  The  successful  candidate  will 
be  an  enterprising  self-starter  who  isn’t 
afraid  to  ask  the  hard  question.  Experi¬ 
ence  is  heavily  preferred,  but  our  pri¬ 
mary  concern  is  hiring  a  journalist  who 
understands  that  news  should  be 
aggressive,  objective  and  above  all 
accurate.  The  Trucker  has  a  circulation 
of  100,000  and  is  growing,  and  is 
based  in  Little  Rock,  Arkansas.  For  more 
information,  contact: 

Scott  Loftis,  Editor 

RO.  Box  3413,  Little  Rock,  AR  72203 
Or  E-mail:  editor@thetrucker.com 


ACADEMIC 


EDITORIAL 


HPREUSS@EDITORANDPUBLISHER.COM 


EDITORIAL 


Buffalo  State 

State  University  of  New  York 


JOURNALISM/NEW  MEDIA 
ASSISTANT  PROFESSOR 
COMMUNICATION  DEPARTMENT 


The  Communication  Department  seeks  candidates  for  an  assistant  professor 
(tenure  track)  in  joumalism/new  media.  Position  begins  August  2001. 
Required  Qualifications:  Master’s  degree  and  demonstrated  professional 
experience  in  print  journalism  and  online  media;  Ph  D.  preferred.  Able  to  teach 
Introduction  to  Media  Writing,  Information  Gathering  (research  and 
interviewing).  Writing  for  News  (advanced  newswriting).  News  Reporting, 
and  Web  Publishing. 

Preferred  Qualifications:  Ability  to  teach  Copy  Editing  or  Computer-Assisted 
Reporting,  plus  an  ability  to  supervise  online  student  publications,  supervise 
interns,  and  develop  new  media  courses.  Research  and  publication  agenda  is 
expected  with  service  to  the  college  and  community.  Competitive  salary  with 
excellent  benefits. 

The  Communication  Department  offers  professionally-oriented  major 
programs  in  journalism,  broadcasting,  public  communication  (public  relations 
and  advertising),  and  mass  media,  plus  minor  programs  in  speech  and  writing. 
The  department  has  more  than  400  majors  and  14  full-time  faculty.  Buffalo 
State  is  the  largest  four-year  comprehensive  college  in  the  State  University  of 
New  York  (SUNY)  system.  It  is  located  in  the  media  center  of  Western  New 
York;  the  area  offers  a  variety  of  cultural  and  recreational  activities. 

Review  of  applications  will  begin  November  27,  2000  and  continue  until  the 
position  is  filled.  Send  letter  of  application,  vita,  samples  of  professional  work, 
and  names  and  telephone  numbers  of  3  references  to;  Dr.  Janet  Ramsey,  Chair, 
Communication  Department,  Buffalo  State  College,  13(X)  Elmwood  Ave., 
Buffalo,  NY  14222.  Learn  more  about  Buffalo  State  and  the  Communication 
Department  at  http;//www.buffalostate.eduy~com. 

A  commitment  to  the  mission  and  core  values  of  Buffalo  State  is  expected.  Buffalo  State 
IS  an  affirmative  action/equal  opportunity  employer  and  encourages  applications  from 
women,  racial/ethnic  minorities,  persons  with  disabilities,  and  Vietnam-era  veterans. 


YOUR  Daoer  getting 
better?  Or  wone? 


- The  Cleveland  Press  Club 

says  Cleveland  Scene  is 
now  the  best  non- daily 
newspaper  in  Ohio.  And 
the  state's  Society  of 
Professional  Journalists 
has  named  Scene  Staff 
Writer  Jacqueline  Marino 
co-winner  of  its  av/ard  for 

Jacqueline  Marino,  ._  _  .  _ ,  . 

Cleveland  Scene  Best  Reporter  in  Ohio  at 

papers  with  less  than  100,000  circulation. 


C6  EDITOR& PUBLI.SHER  CI.ASSIFIEDS  NO  VEM  B  E  R  13 ,  2  0  0  0 


Considering  Scene's  1999  IRE  finalist,  and  third 
place  showing  in  the  National  Society  of 
Newspaper  Columnists,  it's  been  a  very  good 
year.  And  those  are  just  a  few  of  the  honors 
Scene  has  earned  in  the  two  years  since  it  was 
purchased  by  New  Times. 

At  New  Times  we  expect  our  papers  —  and 
our  writers  —  to  keep  getting  better  and  better. 
And  they  do. 

With  12  newspapers  and  more  than  a  million 
readers.  New  Times  Inc.  is  the  nation’s  largest 
and  fastest-growing  publisher  of  alternative 
newsweeklies.  We  are  always  looking  for  talented 
writers  and  editors  to  join  our  award-winning  staffs. 

NewTimes 

Phoenix  New  Times  •  San  Francisco  Weekly  • 
Los  Angeles  New  Times  •  Dallas  Observer  •  Houston 
Press  •  Denver  Westword  •  Miami  New  Times  • 
Broward  New  Times  •  Cleveland  Scene  •  Kansas  City 
Pitch  Weekly  •  St.  Louis  Riverfront  Times  •  FW  Weekly 

THE  BETTER  ALTERNATIVE  TO  DAILY  JOURNALISM 


You  can  browse  our  journalism,  and  job  opportunities,  online  at: 

www.newtimes.com 


www.edltorandpublisher.com 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISING  ~  Fax:(646)654-5312 

770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


EDITORIAL 


ACCOUNT  MANAGER/INTERNET 
ADVERTISING  SALES 
NJ's  most  prestigious  and  established 
chain  of  community  newspapers  and 
home  of  Packet  Online  is  looking  for  an 
organized  self-starter  to  help  us  take  our 
new  media  projects  to  the  next  level. 
The  ideal  candidate  will  thrive  in  a  fast- 
paced,  creative,  congenial,  and  team- 
oriented  environment  and  possess  strong 
communication,  teamwork  and  follow-up 
skills.  Create  and  implement  sales  cam¬ 
paigns,  train  reps  to  sell  online  advertis¬ 
ing,  plan  promotions  for  our  websites. 
Competitive  salary,  commission,  and 
benefits  package.  Internet  experience 
preferred.  For  consideration,  send  cover 
letter,  resume,  salary  history  and  require¬ 
ments  to: 

The  PrincetonPacket,  Inc. 

Attn:  HR  Dept. 

PO  Box  350 
Princeton,  NJ  08542 
Fax:  609-921-8648 
E-mail:  hr@pacpub.com 
Visit  our  web  site  at  www.pacpub.com 
EOE 


ASSISTANT  LOCAL  NEWS  EDITOR 
The  Daily  Camera,  a  Scripps  paper  in 
beautiful  Boulder,  CO.,  needs  an  assis¬ 
tant  local  news  editor  or  it’s  county 
bureau  and  to  assist  the  local  news 
editor.  Experience  as  assignment  and 
line  editor  preferred,  but  a  reporter 
interested  in  becoming  an  editor  may 
qualify. 

Competitive  pay  and  benefits.  Medical/ 
dental  plan,  401(k)  with  match.  Send 
cover  letter,  resume  and  clips  to: 

Kevin  Kaufman,  Local  News  Editor 
PO.  Box  4579,  Boulder,  CO.  80306 
EOE 


ASSISTANT  SPORTS  EDITOR 
Opening  for  an  editor  who  coordinates 
coverage,  would  write  occasionally  and 
possesses  editing  and  design  skills  for  a 
six-day  PM  with  40,000  circulation  in 
growing  and  dynamic  Tucson,  Arizona. 
Minimum  five  years  experience  in  an  edit¬ 
ing  or  writing  job.  Competitive  pay  and 
benefits.  Send  resume,  cover  letter  and 
three  examples  of  your  work  to: 

Michael  A.  Chihak, 

Tucson  Citizen 

Box  26767,  Tucson,  AZ  85726 
Email:jobs@tucsoncitizen.com 
www.tucsoncitizen.com 


Suburban  Philadelphia  20,000  AM  daily 
newspaper  seeks  a  sports  editor  to  lead 
a  six-person  staff.  Candidate  must  have 
a  passion  for  community  journalism. 
Good  salary  for  right  candidate.  Benefits 
package  include  health,  dental  and 
401(k).  Knowledge  of  QuarkExpress  and 
Photoshop  preferred.  Send  cover  letter, 
resume  and  work  samples  to: 

Mike  Morsch,  Editor,  The  Times  Herald 
410  Markley  Street,  RO.  Box  591 
Norristown,  PA  19404-0591 


"Times  have  not  become  more  violent. 
They  have  just  become  more  televised.” 

-Tara  Chakin.  singer,  1999 

www.editorandpubllsher.coin 
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AWARD  WINNING  SMALL  daily  in 
northeastern  Maryland  has  an  opening 
for  a  features  editor.  We  emphasize  train¬ 
ing  for  career-oriented  journalists.  The 
area  offer  rural  setting  with  lots  of  boat¬ 
ing  recreation  yet  is  just  a  short  drive  to 
Washington,  D.C.,  Baltimore  and  Phila¬ 
delphia.  For  the  features  editor  position, 
we’re  looking  for  someone  who  enjoys 
writing  and  editing  features,  but  also  has 
some  design  skills  and  is  good  with  writ¬ 
ing  snappy  headlines.  QuarkXPress 
helpful  but  not  essential.  Schedule  is 
Monday  thru  Friday,  day  shift,  for  5-day 
AM.  Send  resume  to: 

Terence  Peddicord,  Editor 
Cecil  Whig,  601  Bridge  Street 
Elkton,MD  21921 
No  phone  calls  please! 


BUSINESS  EDITOR 

The  Charleston  (WV)  Gazette  is  looking 
for  a  business  editor/writer  to  lead  its  cov¬ 
erage  of  local  and  statewide  economic 
and  business  issues.  Qualified  candi¬ 
dates  should  have  experience  as  a  busi¬ 
ness  writer,  and  be  able  to  generate 
interesting  enterprise  stories  as  well  as 
report  on  breaking  business  stories.  The 
award  winning  Gazette  is  West  Virginia’s 
largest  newspaper  with  a  52,000  daily 
and  100,000  Sunday  circulation.  We’re 
a  morning  newspaper  in  the  state  capi¬ 
tal,  close  to  many  outdoor  recreation 
opportunities  from  whitewater  rafting  to 
skiing.  Send  your  resume  and  clips  to 
Rosalie  Earle,  managing  editor.  The 
Charleston  Gazette,  1001  Virginia  Street 
East,  Charleston,  WV  25301. 

An  Equal  Opportunity  Employer 


BUSINESS  WRITER 

The  Providence  Journal  Company  is 
seeking  an  experienced  business 
writer  to  cover  emerging  companies  in 
Rhode  Island,  including  those  in  the 
software  industry.  Experience  in  cover¬ 
ing  new  technology,  publicly  traded 
companies  and  tne  stock  market 
perfered.  The  position  involves  both 
breaking  news  and  writing  developed 
pieces  for  the  business  section  and  for 
page  one. 

The  Providence  Journal  Company 
75  Fountain  Street 
Providence.  Rl  02902 
Attn:  Thomas  McDonough 
Human  Resources  Director 

An  Equal  Opportunity  Employer 


BUSINESS  WRITER 

Award  winning  daily  newspaper  is  seek¬ 
ing  a  full-time  business  writer.  Re¬ 
sponsibilities  include  reporting  and  writ¬ 
ing  business  stories  of  local  interest. 
Applicant  should  have  daily  newspaper 
experience  and  preferably  a  journalism 
degree.  Job  benefits  include  health 
insurance,  vacation  pay,  sick  pay,  and 
401(k).  Send  resume  and  clips  to: 

The  Columbia  Daily  Tribune 
Attention:  Personnel 
RO.  Box  798,  Columbia,  MO  65205 
EOE/Drugfree  Workplace 


TRI-WEEKLY  IN  beautiful  foothills  of 
North  Carolina  needs  progressive  editor 
to  lead  staff  of  5.  contact  Rebel  Good, 
Rublisher:  rgood@elkintribune.com  or 
call  (336)  835-1513 
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The  Ratriot  Ledger,  a  70,000-circulation 
afternoon  paper  just  outside  of  Boston, 
is  in  need  of  copy  editors  for  the  news 
copy  desk.  We  are  looking  for  people 
who  can  do  it  all  -  solid  editing,  first-rate 
headlines  and  layout  that  catches  the 
eye  and  directs  the  reader.  We  have  a 
14-person  copy  desk  that  runs  16  hours 
a  day,  including  an  overnight  shift, 
which  is  where  people  usually  start.  Top 
scale  is  $948  weekly  (with  5  years 
experience),  plus  differentials.  We 
recently  moved  to  a  new  pagination 
system.  Rrior  newspaper  experience  is  a 
must,  and  a  sense  of  humor  certainly 
helps  on  any  copy  desk.  The  paper  is 
published  in  Quincy,  Mass.,  immediately 
south  of  Boston,  and  the  circulation  area 
stretches  from  Boston  to  Cape  Cod. 

Send  cover  letter,  resume  and  samples 
of  your  work  tO: 

Joe  Brosseau,  News  Editor 
The  Patriot  Ledger 
400  Crown  Colony  Drive 
Quincy,  MA  02269. 

The  e-mail  address  is  jbross@ledger.com, 
which  is  a  fine  way  to  start  the  conversation. 


COPY  EDITOR 

Good  little  daily  tucked  in  the  Sierras 
between  Tahoe  and  San  Francisco  seeks 
a  copy  editor  to  join  our  three-person 
desk.  Entry  level  considered. 

Send  resume,  clips  to: 

John  Seelmeyer,  Editor 
The  Union 
11464  Sutton  Way 
Grass  Valley,  CA  95945 
E-mail:johns@theunion.com 


EDITORIAL 


COME  GROW  WITH  US! 

If  you’re  a  page  designer,  assistant  city 
editor,  government  reporter  or  photo¬ 
grapher  looking  for  a  newsroom  that 
doesn’t  just  cook  —  it  sizzles  —  then  the 
News  &  Record  in  Greensboro  is  your 
next  career  stop.  Our  100,000  daily, 
between  North  Carolina’s  beaches  and 
mountains,  enjoys  a  national  reputation 
for  growing  top  journalists.  As  News  & 
Record  travel  editor  Lydian  Bernhardt 
says,  “The  company  offers  the  most 
extensive  collection  of  on-site  pro¬ 
fessional-development  opportunities  I’ve 
ever  heard  of."  We’ve  added  33 
newsroom  positions  in  the  last  year,  and 
we’re  still  looking  for  talented  designers 
to  craft  fronts  in  news  and  sports,  savvy 
assistant  city  editors  to  develop  teams  of 
5-6  reporters,  and  seasoned  government 
reporters  to  cover  politics  and  City  Hall. 
We  also  seek  an  accomplished  photo¬ 
journalist.  If  you  have  2  years  of  daily 
experience,  please  send  resume  and 
work  samples  to: 

Ed  Williams,  Recruitment  Coordinator 
The  News  &  Record 

RO.  Box  20848,  Greensboro,  NC  27420 
www.news-record.com/company/ 


HEALTH/ENVIRONEMENT  RERORTER 
The  York  Daily  Record,  a  43,700  a.m.  daily 
seeks  a  reporter  to  cover  health  and  the 
enviroment  from  the  business  of  health  care 
and  agriculture,  to  the  latest  in  technology 
and  environmental  concerns,  this  reporter 
will  bring  the  news  home  to  readers  in  a 
meaningful  manner.  Check  us  out  at 
www.ydr.com.  Send  resume,  clips  to  Metro 
Editor,  York  Daily  Record, RO.  Box  15122, 
York,  RA  17405.  EOE 


ADMINISTRATIVE 

ADMINISTRATIVE 

]veei>iatt 

managementXJ. 

Recruitment  Specialists 

Some  of  our  current  assignments: 

Ad  Director  -  Daily  newspaper  (20.000  to  30,(X)0 
circulation)  close  to  Chicago  metro  area;  experienced 
management  pro;  exceptional  company  and  opportunity; 
high  five  figure  compensation. 

Channel  Producers  -  Major  consumer  products  company- 
seeks  editodai/content  manors  to  lead  development  of 
.specific  categories  for  website  focused  towards  teen^crs; 
writing  and  web  experienced  -  no  need  to  move;  outstanding 
company  and  benefits;  $50  -  S^OK  compensation  range. 

Creative  Services  Manager  -  Daily  newspaper  in 
Colorado  seeks  experienced  supervisor  to  oversee  18 
person  staff  of  designers  and  layout  people;  good 
opportunity. 


Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

l605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963-9300  ■  nmi2@voyager.net  ■  fax  847.934.660'’ 
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770  Broadway,  7th  Floor,  New  York,  NY  10003  hpreuss@editorandpublisher.com 


-HELP  WANTED- 


EDITORIAL 


BUSINESS  REPORTER 
San  Fernando  Valley  Business  Journal 
seeks  a  business  reporter  to  cover  Los 
Angeles’  San  Fernando  Valley.  Appli¬ 
cants  should  be  skilled  in  both  breaking 
news  and  in-depth  reporting  some  busi¬ 
ness  writing  experience  is  preferred. 
Seiid  resumes  and  clips  to: 

pmatsuda@sfvbj.com  or  by  mail  to: 

Michael  Hart,  Editor 
S.F.  Valley  Business  Journal 
21300  Victory  Blvd,  Suite  205 
Woodland  Hills,  CA  91367 


CLASSIFIED  ADVERTISING  MANAGER 
A  top  35  market  is  currently  looking  for 
an  individual  to  lead  its  classified 
department.  The  Columbus  Dispatch,  of 
Columbus,  Ohio,  is  a  major,  progressive 
newspaper  committed  to  delivering  a 
quality  product  to  its  approximate 
250,000  daily:  380,000  Sunday  circula¬ 
tion.  The  qualified  individual  must  have 
a  proven  classified  track  record  and  a 
history  of  creative  product  development 
and  a  proven  ability  to  lead  and  manage. 
This  individual  must  have  experience  in 
developing  classified  web  products  in  con¬ 
junction  with  a  newspapers  new  media 
department. 

To  be  successful  this  person  must  have 
an  appetite  to  be  actively  involved  in  the 
sales  process,  an  ability  to  provide 
effective  leadership  for  five  supervisors, 
and  the  power  to  lead  a  department  con¬ 
sisting  of  100  employees.  This  position 
reports  directly  to  the  Director  of 
Advertising.  A  college  degree  and 
appropriate  experience  is  preferred  but 
an  individual  who  has  shown  through  his¬ 
/her  job  performance  an  ability  “to  make 
a  substantive  difference"  would  be  given 
equal  consideration. 

Qualified  candidates,  please  send  your 
resume  to: 

Mabry  Donabauer 
Human  Resources  Specialist 
The  Columbus  Dispatch 
34  S.  3rd  Street 
Columbus,  OH,  43215 


COME  WORK  IN  PARADISE 
The  Reporter,  a  Knight  Ridder  weekly 
newspaper  in  the  Florida  Keys,  seeks  a 
general  assignment  reporter.  Full  bene¬ 
fits  begin  first  day  of  work.  Send  resume, 
5-8  writing  samples,  references  to 
Jackie  Harder,  Associate  Publisher 
The  Reporter 

RO.  Box  1197,  Tavernier  FL  33070 


COPY  CHIEF/PRODUCTION  EDITOR 
Major  financial  website  seeks  experi¬ 
enced  copy  editor  with  Web  publishing 
experience.  Must  have  solid  copy-editing 
skills  and  ability  to  supervise  a  staff  of 
full  and  part-time  editor/producers.  Web 
publishing  experience  a  must.  Com¬ 
petitive  salary  and  benefits.  Fax  resume: 

(201)346-5898 


CORRESPONDENTS 
Asian  and  European  correspondents  for 
fastener  (screws, bolts,nuts, rivets)  indus¬ 
try  newsletter.  Develop  news  coverage 
for  entire  continent.  Part-time.E-mail 
to:editor@fastenernews.com 
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COPY  EDITOR/CONTENT  ANALYST 
Work  with  the  award-winning  Money- 
Central  editorial  team  to  edit  and  pro¬ 
duce  daily  articles  and  assist  in  site  pro¬ 
duction.  Will  also  be  trained  in  the  use 
of  a  variety  of  methods  to  gather  informa¬ 
tion  on  reader  behavior  with  the  goal  of 
improving  headline  effectiveness  and 
advising  on  future  content  directions. 

As  part  of  the  editing  team,  will  copy 
edit  and  produce  one  to  two  articles  per 
day.  Depending  on  skills  and  experience, 
may  also  assign  and  occasionally  write 
articles.  Must  be  deadline  focused  and 
comfortable  juggling  several  projects  at 
once. 

Skills  must  include  top-notch  headline 
writing  and  copy  editing,  facility  with  the 
Internet  as  a  research  tool  and  solid  com¬ 
puter  skills,  including  experience  with 
Microsoft  Word,  Excel  and  Access.  At 
least  3  years  copy-editing  experience 
required.  Knowledge  of  the  stock  market 
and/or  personal  finance  a  definite  plus. 

Contact  information: 

Richard  Jenkins 

Executive  Editor,  MSN  MoneyCentral 
E-mail:  richjen@microsoft.com 

COPY  EDITOR/DESIGNER 
Can  you  write  snappy  headlines,  edit 
copy  until  it’s  clean  and  design  "wow" 
pages?  Do  you  enjoy  paginating,  picking 
your  own  art  and  seeing  a  page  through 
the  process  from  story  editing  to  proof¬ 
ing?  Then  we’re  looking  for  you.  The 
Beaver  County  Times  is  an  award¬ 
winning  Monday  -  Friday  and  Sunday 
AM  in  suburban  Pittsburgh.  If  you’d  like 
to  join  us,  send  a  cover  letter,  resume 
and  design  clips  to: 

Jim  Pane,  Beaver  County  Times 
400  Fair  Ave.,  Beaver,  PA  15009 

COPY  EDITOR 

Can  you  write  headlines  that  sing?  Edit 
copy  tightly?  Mid-size  Western  Pen¬ 
nsylvania  daily  seeks  experienced  editor 
to  handle  local  and  wire  copy  on  a  six- 
person  friendly,  talented  desk.  Send 
resume,  clips  to: 

Box  01392,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 

COPY  EDITOR 

The  York  Daily  Record,  a  43,700- 
circulation  a.m.,  consistently  voted  the 
best  paper  its  size  in  Pennsylvania, 
needs  a  talented  page  designer  and  copy 
editor  to  join  our  staff  in  York  County,  a 
scenic,  fast-growing  area  between  Bal¬ 
timore  and  Harrisburg.  Our  newsroom 
values  the  needs  of  the  coy  desk  and 
fosters  good  relationships  between 
editors  and  reporters.  If  a  competitive, 
two-paper  market  excites  you  and  pro¬ 
fessional  development  drives  you,  send 
resume,  tearsheets  tO:  News  Editor,  York 
Daily  Record,  RO.  Box  15122,  York,  PA 
17405.  Salary:  $24,685  -  $37,994. 
Check  us  out  at  wwwydr.com.  EOE 


NEWS  WRITER/EDITOR  WANTED 
For  community  newspaper  group  in  Tampa, 
FL.  Full-time  managing  or  associate  editor. 
Experience  preferred,  but  will  consider  new 
college  graduated.  Call  (813)  910-2575  or 
e-mail:  neignborhoodnews@msn.com 
NOVEMBER  13,  2000 
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COPY  EDITORS 

Did  you  put  on  a  coat  today?  Forget  the 
galoshes!  Quit  shoveling  snow!  Plow 
your  energies  into  a  copy  editing  career 
with  a  thriving  newspaper  in  a  warm 
climate  instead. 

The  Ventura  County  Star  is  a  100,000-f- 
circulation  daily  in  Southern  California 
with  six  community  editions.  We  have 
openings  for  experienced  copy  editors 
who  welcome  the  opportunity  to  work  in 
a  competitive  atmosphere  and  live  near 
the  beach. 

Bring  your  passion  for  language  and 
experience  in  design  to  a  copy  desk 
where  you’ll  be  challenged  and 
appreciated.  Disdain  for  the  ordinary  and 
acerbic  wit  a  plus.  Excellent  benefits. 
Send  resumes  to: 

Human  Resources 
Ventura  County  Star 
RO.  Box  6711,  Ventura,  CA  93006 
Check  out  the  Star’s  Web  page  at 
www.lnsideVC.com 


EDITOR/RERORTER  WANTED  by  a  New 
Jersey  based  (between  Princeton  & 
Trenton)  commercial  real  estate  trade 
journal  must  have  good  writing  &  phone 
skills  good  salary,  full  benefits  (401 K 
medical,  vacation,  dental,  etc)  for  a 
causal,  smoking  office.  Call  Ann  (609) 
587-6200 


EDITOR 

Here’s  a  career  opportunity: independent¬ 
ly-owned,  14,500  six-day  community 
paper(PM  with  Saturday  AM)  in  Western 
Washington  seeks  assertive  manager  for 
news  staff  of  22.  Lively,  local  news 
emphasis  in  non-metro,  conservative 
market.  Must  be  well-organized  self¬ 
starter  who  is  passionate  about  their 
business,  motivates  and  leads  by  exam¬ 
ple,  can  recruit  talent  and  test  new 
ideas.  Will  be  supported  by  strong  man¬ 
agers  having  fun  and  dedicated  to 
growth  with  award-winning  community 
journalism.  Choice  15  recreational  loca¬ 
tion.  90  minutes  from  Seattle,  Portland, 
mountains  and  ocean.  Competitive  com¬ 
pensation,  good  benefits  including  profit 
sharing  and  401  (k).  All  applications  con¬ 
fidential.  Send  letter,  resume,  salary  his¬ 
tory  to: 

Dennis  R.  Waller,  Publisher 
The  Chronicle 

RO.  Box  580,  Centralia,  WA  98531 
E-mail:drwaller@chronline.com 
Fax:  (360)  807-8253 


EDITORIAL  ORENINGS 
Named  "Best  Business  Weekly”  for  past 
three  years  by  Society  of  American  Busi¬ 
ness  Editors  and  Writers,  the  Los 
Angeles  Business  Journal  has  immediate 
openings  available  for  a  production 
editor  and  enterprising  reporters  with  2- 
3  years  experience.  Daily  and/or  busi¬ 
ness  reporting  experience  a  plus.  Send 
clips/resume  to: 

Michael  Stremfel,  Editor 
Los  Angeles  Business  Journal 
5700  Wilshire  BLVD.,  Suite  170 
Los  Angeles  90036 
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EDITORS/REPORTERS/COPY  EDITORS 
The  Monitor,  a  prize-winning,  fast¬ 
growing  daily  in  South  Texas,  is  looking 
for  editors,  reporters  and  copy  editors 
with  excellent  people  skills,  enthusiasm 
and  a  willingness  to  accept  challenges. 
We  are  looking  for  a  Metro  editor  to  set 
the  tempo  of  the  newsroom,  a  features 
editor  to  take  us  to  a  higher  level  and  a 
copy  chief  to  make  us  look  good  using  a 
Quark-based  system. 

The  reporting  positions  require  a  certain 
writing  ability  and  aggressive  digging. 
We  are  in  an  area  of  tremendous  news 
and  the  opportunities  are  endless  for  the 
right  people.  Candidates  for  all  positions 
must  possess  the  highest  journalistic 
standards.  Reply  to: 

Managing  Editor,  Paul  Binz 
The  Monitor 

RO.  Box  760,  Me  Allen,  Texas  78505 


FEATURES  EDITOR 

Don’t  miss  this  opportunity.  The 
Muskegon  Chronicle  is  looking  for  a 
wordsmith  who  is  also  design  savvy  to 
head  up  its  award-winning,  five-member 
features  desk.  We’re  a  50,000- 
circulation  daily  located  in  thriving  West 
Michigan,  minutes  from  some  of  the 
best  beaches  in  the  world.  We’re  work¬ 
ing  on  a  lively  redesign  to  take  advan¬ 
tage  of  our  new  press.  And  we  offer 
superb  pay  and  benefits.  If  you  are  a 
deadline-oriented,  take-charge  individual 
who  is  still  a  team  player,  send  your 
resume  and  a  list  of  three  features  pro¬ 
jects  you’ve  always  wanted  to  work  on 
plus  examples  of  your  writing  and  design 
work  to: 

RJ.  Holmes-Greeley,  News  Editor 
RO.  Box  59,  Muskegon,  Ml  49443 
By  December  8 


Reporter:  who  can  spot  and  get  a  story 
with  minimum  supervision  needed  for 
bureau  of  the  Burlington  (NC)  Times- 
News,  a  28,000-circulation  AM  nation¬ 
ally  recognized  for  its  commitment  to  com¬ 
munity  journalism.  We  offer  good  pay 
and  plenty  of  training  in  a  fun  place  to 
live.  Send  resume  and  clips  to:  Editor, 
Times-News,  707  S.  Main  St.,  Burl¬ 
ington,  NC  27215;  or  by  e-mail  to: 
pch@thetimesnews.com 
To  get  a  feel  for  our  content  and  our 
area,  go  to  www.thetimesnews.com 


REPORTER 

General  assignment  reporter  wanted  for 
a  small,  but  lively,  daily  in  beautiful 
west-central  Michigan.  We’re  an  award¬ 
winning  paper  that  does  many  things 
small  dailies  seldom  do.  We  value 
creativity,  initiative  and  good  writing. 
Some  experience  preferred,  but  will  con¬ 
sider  a  recent  or  December  graduate.  Con¬ 
tact: 

David  L.  Felts,  Editor 
The  Daily  News 
109  N.  Lafayette 
Greenville,  Ml  48838  or  call 
(616)  754-9303  ext.  3032 
Equal  Opportunity  Employer  M/F/V/H 
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FEATURES  EDITOR  & 
NEWSROOM  LIBRARIAN 
FEATURES  EDITOR:  Seeking  qualified 
candidate  to  direct  the  planning,  report¬ 
ing,  editing  and  seiection  of  content  pub¬ 
lication  in  newspapers,  news  services 
and  news  programs.  Will  also  coordinate 
and  manage  staff  to  produce  timely,  rele¬ 
vant  features. 

Candidates  should  have  an  under¬ 
graduate  degree  in  Journalism,  English 
or  related  area  of  study  with  6-8  years 
experience  in  reporting,  writing  and  edit¬ 
ing  for  a  newspaper. 

NEWSROOM  LIBRARIAN:  Individual  will 
be  responsible  for  management  and  con¬ 
trol  of  library  operations  including 
administration  of  ordinary  and  electronic 
files  and  archiving  of  the  content  of 
company  publications,  news  service  and 
news  programs. 

Candidates  should  have  an  under¬ 
graduate  degree  in  Library  Science, 
Journalism,  Engiish  or  reiated  field  with 
3-5  years  experience  in  library  work  or  in 
a  newsroom  as  a  reporter  or  editor. 
Competitive  saiary  and  excelient  benefits 
package.  Send  cover  ietter  and  resume 
including  salary  requirements  to: 

The  Gazette 

RO.  Box  511.  Cedar  Rapids,  I A  52406 
E-mail:gazcohr@fyiowa.com 
Fax:  (319)368-8834 
Drug  test  required  EOE 


GENERAL  ASSIGNMENT  REPORTERS 
The  Watertown  (NY)  Daily  Times, 
34,000-circulation  newspaper,  has 
three  openings  for  reporters: 

1)  A  general  assignment  positions  that 
primarily  reports  on  business; 

2)  A  bureau  position  that  includes  cov¬ 
erage  of  county  government,  education 
and  features; 

3)  A  general  assignment  reporting  posi¬ 
tion  tiiat  includes  coverage  of  Fort  Drum. 
Some  overseas  travel  is  required. 

All  positions  require  a  B.A.  degree. 
Internships  preferred.  Salary  is  between 
$21,800  and  $26,000  depending  on 
experience. 

Send  resume,  clips,  references,  etc.  to: 

Bob  Gorman,  AME 
Watertown  Daily  Times 
260  Washington  St. 
Watertown,  N.Y.  13601 


REPORTING  TEAM  LEADER 
The  Mail  Tribune,  a  30,000  circulation 
daily  in  Southern  Oregon,  is  seeking  a 
leader  to  direct  and  keep  up  with  a  team 
of  six  to  eight  motivated  and  creative 
reporters.  Our  top  candidate  will  be  a 
coach,  a  wordsmith,  a  hard-news  junkie 
and  a  motivator.  Our  goal  is  simple:  We 
want  to  be  the  best.  If  that’s  your  goal  as 
well,  please  send  resume,  a  letter  dis¬ 
cussing  your  news  and  leadership 
philosophies  and  a  few  samples  of  work 
you’re  particularly  proud  of  to: 

Robert  Hunter,  Editor 
Mail  Tribune 
RO.  Box  1108 
Medford,  OR  97501 
Deadline:  November  17,  2000 
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GOVERNMENT  REPORTER 
Immediate  opening  for  a  local  gov¬ 
ernment  reporter.  Excellent  grammar, 
interviewing  and  writing  skills  required. 
Competitive  pay  and  excellent  benefits  at 
a  small  city  daily  that’s  part  of  Copley 
Press.  EOE.  Send  resume  tO: 

The  Register-Mail 
Attention:  Don  Cooper,  Publisher 
140  S.  Prairie  St.,  Galesburg,  IL  61401 
E-Mail  to:  dcooper@register-maii.com 
Fax  to:  (309)  343-2382 


GOVERNMENT/COURT  REPORTER 
Government  and  court  reporter  for 
30,000  circulation,  afternoon  daily 
newspaper  north  of  Pittsburgh.  This  posi¬ 
tion  offers  the  opportunity  for  daily 
deadline  reporting  as  well  as  in-depth 
stories.  Send  resume  and  samples  of 
work  to: 

Mark  Mann,  Managing  Editor 
Butler  Eagle 

RO,  Box271,  Butler,  PA  16003 
Fax:  (724)282-4180 


LOOKING  FOR  A  great  job  with  a  good 
company?  The  Ogden  Newspapers  is 
looking  for  good  people  to  fill  current 
positions  at  our  36  daily 
newspapers.Checkout  our  Career 
Opportunity  page  at 
www.ogdennews.com/opportunities 

FEATURE  OPPORTUNITIES 
EDITORIAL 

The  Maui  News  is  looking  for  an 
editorial  copy  editor/page  designer.  It  is 
a  full-time  position  with  flexible  hours. 
The  successful  candidate  will  be  paginat¬ 
ing  local  and  wire  pages  as  well  as  edit¬ 
ing  and  proofing  local  and  wire  stories. 
Knowledge  of  QuarkXPress  required  and 
experience  with  Macintosh  computers 
preferred.  Knowledge  of  Freehand  and 
Photoshop  preferred.  Previous  daily 
newspaper  experience  a  plus.  Please  sub¬ 
mit  cover  letter,  resume  and  layout  sam¬ 
ples  to: 

The  Maui  News,  David  Hoff,  Editor 
100  Mahalani  Street 
Wailuku,  HI  96793  or  email: 
www.mauinews.com 


MANAGING  EDITOR 

The  Arizona  News  Service’s  5000- 
weekly  public-policy  newspaper,  Arizona 
Capitol  Times,  seeks  a  managing  editor 
with  solid  writing,  editing  and  manage¬ 
ment  skill  and  deep  interest  in  politics, 
policy  and  state  government  to  supervise 
news  operation,  write  and  edit  copy  and 
move  the  paper  and  its  website  to  a  new 
level  of  public  presence.  $50K  plus 
benefits  and  opportunity  to  advance  in 
this  company,  the  No.  1  private  source 
of  information  on  Arizona  state  gov¬ 
ernment,  publishing  newsletters  since 
1906,  the  Capitol  Times  since  1946 
and  on-line  information  since  1985. 

Reply  to: 

Publisher:  Arizona  Capitol  Times 
RO.  Box  2260,  Phoenix,  AZ  85002 
E-mail:ncreighton@azcapitoltimes.com 
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MANAGING  EDITORS 
Seeking  sharp,  creative  Managing 
Editors  for  our  print  and  online  products. 
Direct  the  content  of  international  news¬ 
paper  covering  events,  policies  and  pro¬ 
grams  specific  to  the  four  branches  of 
the  U.S.  Armed  Forces.  Develop  editorial 
content,  mentor  and  manage  editors  and 
staff  writers.  Projects  include  planning 
and  performing  administrative  type 
esponsibilities  such  as  budgets,  reviews 
and  story  contests. 

Candidates  must  have  six  years  of  strong 
editorial  background.  Ability  to  handle  a 
fast  paced  environment  with  changing 
priorities.  Must  be  able  to  work  well 
under  pressure  and  handle  weekly  and 
monthly  deadlines  with  multiple  pro¬ 
jects.  Gannett  owned,  we  offer  an 
excellent  benefits  package,  which 
includes  health,  dental,  and  401k  with 
match  and  much  more.  Send  resume 
and  salary  requirements  tO: 

Army  Times  Publishing  Co. 

Attn:  T.  DeSadier/HR  Dept. 

6883  Commercial  Drive 
Springfield,  VA  22159. 

Email:  desadier@atpco.com 
orfaxto:  703-750-8129.  M/F/D/V 

SPEND  YOUR  TIME  eating  crabs  and 
oysters  or  sailing  on  the  Chesapeake 
Bay.  The  job  is  great  too:  copy  edit  and 
design  for  The  Capital.  50,000  circula¬ 
tion  in  Annapolis,  MD.  Send  resume  and 
tearsheets  to: 

Tom  Marquardt,  m.e. 

The  Capital,  RO.  Box  911, 
Annapolis,  MD  21404 
Ore-maii  resume  to: 
tmarquardt@capita  Igazette.  com 
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MANAGING  EDITOR 

As  Parlo’s  world-class  Managing  Editor, 
you  will  help  build  the  leading  interna¬ 
tional  brand  for  language  and  culture  e- 
learning.  You  will  establish  an  editorial 
strategy  and  voice  that  will  attract  and 
serve  users  around  the  world.  You  will 
supervise  reporters  and  editors  and 
report  directly  to  Parlo’s  Executive  Pro¬ 
ducer. 

•  Minimum  of  five  years  of  journalism 
experience,  preferably  in  business 
and/or  travel  media. 

•  Web,  multimedia  and  broadcast  expe¬ 
rience  and  familiarity  with  Internet 
business  development  and  syndication 
models  are  needed. 

•  It  is  necessary  to  have  at  least  a  work¬ 
ing  knowledge  of  one  or  more  foreign 
languages. 

Attn:  Human  Resources 
Fax:  (212)  204-6501  or  email 
jobs@parlo.com 

NEWSPAPER  REPORTER 
Immediate  opening  at  aggressive,  small 
daily  for  a  hard-working  self-starter  to 
cover  news  and  features.  One  year  pro¬ 
fessional  experience  preferred,  but  sharp 
recent  journalism  grad  welcome.  Famil¬ 
iarity  with  QuarkXPress,  photo  skills 
desired.  Applicants  from  NY,  PA,  and 
New  England  only,  please.  Cover  letter, 
resume,  six  best  clips,  references  tO: 
Ronald  W.  Hosie,  Editor 
The  Malone  Telegram 
387  E.  Main  Street,  Malone,  NY  12953 
Fax:  (518)  483-8579  or  email: 
rhosie@mtelegram  .com 


EDITORIAL 

EDITORIAL 

Obsessive  Workaliolic  Needed.  Now. 

Phoenix  New  Times  did  not  become  Arizona’s 
dominant  newspaper  by  chance.  Its 
journalistic  excellence  was  built  story  by 
story,  with  reporting  that  has  earned  the 
paper  countless  national  awards.  New 
Times  writers  have  won  the  Arizona  Press 
Club's  Journalist  of  the  Year  award  six 
years  running,  and  the  state's  highest  honor 
for  investigative  reporting  —  the  Don  Bolles 
Award  —  seven  of  the  past  nine  years. 

New  'Times,  the  nation's  largest  and  most-honored  publisher  of 
alternative  newsweeklies,  is  now  seeking  an  editor  to  continue  the 
tradition  at  its  flagship  paper.  Applicants  should  have  a  fine  touch 
with  copy,  experience  crafting  stories  in  magazine  style,  and 
reporting  chops  that  can  shred  a  blowhard  in  30  seconds  or  less. 

The  job’s  demanding.  And  it’s  damn  sure  fun. 

Applicants  should  send  cover  letter,  resume  and  clips  to: 

Christine  Brennan,  Executive  Managing  Editor 
New  Times  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 

NewTimes 

THE  BETTER  ALTERNATIVE  TO  DAILY  JOURNALISM 


To  learji  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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FULL-TIME  COPYEDITOR  to  work  on¬ 
site  at  national  headquarters  of  the  Cato 
Institute,  a  classical-liberal  think  tank 
that  evaluates  government  policies  and 
offers  proposals  for  reform.  Responsible 
for  copyediting  and  proofreading  op-eds, 
conference  brochures,  and  policy  papers 
and  for  some  production  editing  of 
books. 

The  successful  candidate  will  be 
Intimately  familiar  with  University  of 
Chicago  Press  style,  have  at  least  five 
years'  experience  in  professional 
copyediting,  and  be  a  "self-starter”  able 
to  juggle  multiple  assignments  at  once. 
Interest  in  domestic  and  foreign  policy  a 
plus.  Familiarity  with  Microsoft  Word 
and  Excel  desirable. 

Mail  your  letter  of  application  and  a  copy 
of  your  r6sum§  to  Elizabeth  Kaplan,  Cato 
Institute,  1000  Massachusetts  Ave., 
N.W.,  Washington,  D.C.  20001,  or  e- 
mail  to  ekaplan@cato.org. 

Candidates  who  make  the  first  cut  will 
be  asked  to  take  a  copyediting  test. 
Salary  in  the  mid-30s.  The  Cato  Institute 
is  an  equal  opportunity  employer. 


GO  FOR  GOLD!  The  Dally  Herald  in 
Provo,  UT,  seeks  applicants  for  several 
posts.  Our  Pulltzer-owned,  award¬ 
winning  paper  is  among  the  fastest  grow¬ 
ing  papers  in  America  and  is  situated 
amid  a  strong  economy,  outdoor  para¬ 
dise  and  world-class  news  event  the 
2002  Winter  Olympics.  Openings  are  for 
city  editor,  reporters  and  page  designers/ 
copy  editors.  Apply  to: 

Mitch  Wilkinson 
The  Daily  Herald 

RO.  Box  717, 1555  N.  Freedom  Blvd. 
Provo  UT  84603 

E-mail;  mwilkinson@heraldextra.com 


REPORTER 

Kings  Publishing’s  Award-winning 
defense  week,  the  newsletter  that  is 
ahead  of  the  pack  in  covering  the 
politics  and  business  of  us  national 
security  is  looking  for  an  enterprising 
reporter  to  join  its  team  in  the  Washing¬ 
ton  Press  Corps.  Please  send  a  resume 
and  three  clips  to; 

Editor,  Defense  Week 
627  National  Press  Building 
Washington,  DC  20045 


STAFF  WRITERS 

New  Times,  the  nation’s  leading  pub¬ 
lisher  of  alternative  newsweeklies,  is 
searching  for  news  and  feature  writers 
for  our  newest  acquisition,  FW  Weekly, 
in  Fort  Worth.  We  want  journalists  who 
understand  the  difference  between  mag¬ 
azine-style  reporting  and  the  hurried 
fact-finding  of  daily  papers.  Qualified 
applicants  will  be  able  to  create  well- 
crafted,  compelling  stories  that  explore 
the  issues,  events  and  personalities  of 
their  community.  New  Times  offers  com¬ 
petitive  salaries  and  benefits.  Interested 
candidates  should  send  cover  letter, 
r6sum6,  clips  and  three  well-developed 
story  ideas  to; 

David  Pasztor,  Executive  Associate  Editor 
New  Times,  Inc. 

1910  Jefferson  Avenue 
New  Orleans,  LA  701 15 
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PHOTO  EDITOR 

Weekly,  four-color  business  publication. 
High  volume  operation.  Emphasis  on 
quality.  We  encourage  applications  from 
minority  candidates.  Please  send  resume 
and  cover  letter  with  salary  request  to; 
Reiko  Matsuo,  Art/Design  Director 
Editor  &  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY.  10003 
Or  E-Mail; 

rmatsuo@editorandpublisher.com 


REPORTER;  The  Gainesville  Sun,  a 
56,000  circulation  New  York  Times 
regional  daily,  seeks  an  experienced 
writer  to  cover  one  of  its  franchise  beats; 
Science,  health  and  medicine.  Gaines¬ 
ville  is  a  college  town  with  a  top  public 
university,  a  large  teaching  hospital  and 
a  fast-growing  research  and  bioengineer¬ 
ing  sector.  The  ideal  candidate  has  at 
least  three  years  daily  newspaper  experi¬ 
ence  and  a  track  record  of  investigative 
and  explanatory  reporting.  Coverage  will 
branch  Into  social  services  and  hospital- 
business  coverage.  Mail  letter,  resume 
and  clips  to; 

Matt  Reed,  Metro  Editor 
The  Gainesville  Sun 
2700  SW  13th  Street 
Gainesville,  FL,  32608  or  E-mall; 
reedm@gvillesun.com 
(no  e-mail  clips,  please) 


REPORTER 

Aggressive,  award-winning  Ohio  news¬ 
paper  has  opening  for  a  reporter.  News¬ 
paper  (35,000-d,  45,000-s)  offers  conti¬ 
nuing  training/development  of  its  associ¬ 
ates,  growth  opportunities  within  com¬ 
pany  and  Freedom  Communications. 
Experience  preferred,  but  will  consider 
recent  college  graduates.  Should  have 
fire  for  journalism  and  be  able  to  write 
hard  news  and  features  with  equal  zeal. 
Accuracy,  organizational  skills  and 
ability  to  produce  enterprise  stories  a 
must.  Send  resume,  cover  letter  and  6  to 
10  writing  examples  to; 

Diane  Pacetti,  City  Editor 
The  Lima  News 

3515  Elida  Road,  Lima,  Ohio  45807 


THE  WALL  STREET  JOURNAL 
The  Wall  Street  Journal,  a  Dow  Jones 
publication,  seeks  experienced  copy 
editors  for  a  new  desk  that  will  handle 
copy  for  its  international  publications. 
We’re  looking  for  ambitious  candidates 
with  a  solid  background  in  newspaper 
editing,  who  are  willing  to  work  hard 
and  are  eager  to  take  part  in  the  rapid 
growth  of  two  respected  daily  newspa¬ 
pers.  Positions  are  based  in  Hong  Kong, 
so  Asia  experience  is  preferred,  though 
not  required.  Please  send  resumes  and 
clips  to  Kate  Pound  Dawson,  The  Asian 
Wall  Street  Journal,  G.P.O.  Box  9825 
Hong  Kong.  Fax;  852-2834-5291.  Or  e- 
mail  to  kate.dawson@dowjones.com. 
Tel;  852-2834-2331.  Or  send  them  to; 
Howard  Hoffman,  managing  editor, 
international.  The  Asian  Wall  Street 
Journal/The  Wall  Street  Journal  Europe, 
200  Liberty  Street,  New  York,  NY 
10281;  Howard.Hoffman@wsj.com; 
Telephone;  212-416- 2808. 
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SENIOR  NEWS  EDITOR 
The  Republic,  a  25,000  Indiana  a.m. 
daily.  Is  seeking  a  leader  for  its  eight- 
person  universal  copy  desk.  Candidate 
needs  strong  background  in  deadline 
news  production  and  page  flow;  design; 
computers;  and  pagination.  Abilities  to 
communicate,  plan  embrace  change, 
solve  problems  and  anticipate  challenges 
needed.  Send  resume,  cover  letter  detail¬ 
ing  management  experience  and 
appropriate  tear  sheets  to; 

Bob  Gustin,  Managing  Editor 
The  Republic,  333  Second  Street 
Columbus,  IN  471201 
(rlgustin@therepublic.com) 


SPORTS  EDITOR/WRITER 
Sound  Publishing,  Inc.,  seeks  an  experi¬ 
enced  sports  editor  for  one  of  its  news¬ 
papers  located  in  the  beautiful  Puget 
Sound  area  of  the  Pacific  Northwest. 
Looking  for  dynamic  high  school  sports 
enthusiast  with  a  community  focus.  If 
you  have  2-i-  years  experience,  good 
design  skills  and  know  QuarkXPress, 
send  resume/clips  to; 

ED/HR 

Sound  Publishing,  Inc. 

7689  NE  Day  Road 
Bainbridge  Island,  WA  981 10 
Or  E-mail;hr@soundpublishing.com 


SPORTS  WRITER 

The  Centre  Daily  Times,  an  APSE  Col¬ 
lege,  PA,  seeks  an  experienced 
sportswriter  to  cover  Penn  State  football 
and  other  Big  Ten  sports.  Applicants 
must  have  a  bachelor’s  degree  and  min¬ 
imum  of  three  years’  experience  covering 
a  major  college  football  program.  As  a 
Knight  Ridder  newspaper,  the  CDT  offers 
excellent  compensation  and  a  full  range 
of  employee  benefits.  Send  resume, 
cover  letter  &  clips  to; 

Kim  Bird,  Centre  Daily  Times 
RO.  Box  89 

State  College,  PA  16801 


TECHNOLOGY  EDITOR 
The  Columbus  Dispatch,  recently  named 
the  best  large  newspaper  in  Ohio  by  the 
Associated  Press,  is  seeking  someone  to 
help  shape  and  expand  the  newspaper’s 
coverage  of  technology.  The  successful 
candidate  for  this  new  position  must  be 
a  strong  writer  with  solid  organizational 
skills.  He  or  she  will  oversee  Connect,  a 
consumer-oriented  weekly  technology 
section.  Work  will  include  writing  cover 
stories  that  appeal  to  a  wide  audience, 
as  well  as  covering  central  Ohio  s  grow¬ 
ing  high-tech  industry.  The  technology 
editor  also  will  determine  content  for  Con¬ 
nect  and  work  with  staff  artists  and 
designers  to  produce  covers.  The  posi¬ 
tion  reports  to  the  business  editor.  Three 
years’  experience  at  a  daily  newspaper 
or  industry  publication  is  required.  We 
expect  much  from  the  position,  and 
excellent  pay  and  benefits  await  the 
right  person. 

Send  your  resume  and  clips  to; 

Mary  Donabauer 
Human  Resources  Specialist 
The  Columbus  Dispatch 
34  S.  3rd  St.,  Columbus,  OH  43215 
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STARS  AND  STRIPES,  an  editorially 
independent  daily  newspaper  for  ser- 
vicemembers  stationed  worldwide,  is 
seeking  a  reporter/photographer  for  its 
Tokyo  bureau.  Based  at  Yokota  Air  Base, 
30  miles  west  of  Tokyo,  the  reporter  will 
produce  compelling  enterprise  news, 
features  and  photographs  covering  local 
and  regional  news  of  military  interest. 
The  job  may  entail  travel  within  Japan 
and  other  parts  of  the  Far  East  to  cover 
military  exercises  and  movements.  U.S. 
citizenship,  three  years  or  more  experi¬ 
ence  as  a  reporter  on  a  daily  newspaper, 
demonstrated  news  writing  ability  and 
basic  news  photography  skills  required. 
Knowledge  of  military  services  desirable 
but  not  essential.  Competitive  salary, 
free  housing  on  the  air  base,  cost  of  liv¬ 
ing  allowance,  limited  free  travel  to  other 
Pacific  countries  included  In  excellent 
benefits  package.  Send  resume  by  Nov 
30, 2000,  to  Pacific  Stars  and  Stripes, 
Attn;  Civilian  Personnel,  Unit  45002, 
APO  AP  96337-5002. 

E-mail  to;  jobs-pss@stripes.osd.mil 
Fax;  011  (81-3)3403-5493. 

An  Equal  Opportunity  Employer. 


PAGE  DESIGNERS  &  COPY  EDITORS 
We  are  putting  together  a  first  class 
Universal  Desk  and  still  have  a  few  open¬ 
ings  for  page  designers  and  copy 
editors.  Designers  should  be  adept  at 
layout,  packaging  and  editing  and  be 
able  to  work  well  with  story,  photo  and 
art  editors  to  make  our  Mario  Garcia-led 
redesign  soar.  Copy  editors  should  have 
strong  headline  and  copy  editing  skills 
and  must  have  a  good  command  of 
English  and  AP  style.  Layout  and  Quark 
skills  a  must.  Excellent  PAY  AND 
BENEFITS.  Please  send  cover  letter, 
resume  and  work  samples  to; 

TIMES  RECORD 
3600  Wheeler  Avenue 
Fort  Smith,  AR  72901 
Or  fax  cover  letter  and  resume  to 
Human  Resources  at;  (501)  784-0436 
Or  E-mail  resume  to; 
jjewell@swtimes.com 


THE  HARTFORD  COURANT 
is  looking  for  journalists  passionate 
about  copy  editing.  Applicants  should 
have  5  years’  experience  at  a  daily 
newspaper  and  must  have  a  firm  grasp 
of  the  craft.  Duties  include  copy  editing 
wire  and  staff  stories,  covering  local, 
national  and  foreign  news;  proofreading; 
and  page  design.  The  Courant  is  the 
country’s  oldest  continuously  published 
newspaper  and  Connecticut’s  largest, 
with  a  circulation  of  298,000  Sundays 
and  212,000  daily.  Send  resume  to; 

Karen  Hunter,  Copy  Desk  Chief 
The  Hartford  Courant 
285  Broad  St.,  Hartford  CT  061 15 
Or  E-mail;  karen.hunter@courant.com 


“I  love  free  speech!" 

-A1  Gore,  U.S.  vice  president,  1999 


CIO  EDITOR& PUBLISHER  CLASSIFIEDS 


www.edltorandpublisher.com 


Phone:1-888-825-9149  ~ 


CLASSIFIED  ADVERTISING 


~  Fojc :  (646)  654-5312 


770  Broadway,  7th  Floor,  New  York,  NY  10003 


HPREUSS@EDITORANDPUBLISHER.COM 


EDirORIAL 


COPY  EDITOR 

The  Quad  City  Times,  a  division  of  Lee 
Enterprises  located  on  the  mighty  Missis¬ 
sippi  in  the  heart  of  themid-west,  has  an 
opening  for  a  Copy  Editor  with  a  flair  for 
design  and  presentataion.  Must  possess 
the  abiitty  to  edit  stories,  write  com¬ 
pelling,  accurate  headlines,  paginate  and 
adhere  to  deadlines  while  designing  pages 
that  have  high  impact  on  our  readers. 
Quark  Xpress  preferred. 

College  degree  in  journalism  or  equivalent 
experience  in  designing  grapics  would  be 
considered  a  plus. 

To  find  out  more  about  the  Quad  City 
Times  and  where  we're  located,  please 
visit  our  website  at;  qctimes.com. 

Please  submit  a  resume/cover  letter  and 
work  samples  to: 

Quad  City  Times 
Human  Resources  Department 
Att;  Copy  Editor 
500  E.  Third  Street 
Davenport,  lA  52801 
EOE 

The  quad  City  Times  is  a  dmg  free  employer.  To 
see  all  the  positions  we  cunently  have  open, 
please  visit  our  vreb  site:  vwiw.qctimes.com 


MAILROOM 


MAILROOM  MANAGER 
Excellent  opportunity  in  Zone  1  for  an 
experienced  Mailroom  Manager.  Mech¬ 
anical  aptitude  a  must.  Experience  with 
Harris,  Idab  and  McCain  equipment  a 
plus.  Forward  resume  &  salary  require¬ 
ments  to:  rstockton@fosters.com 


MARKETING 


TELEMARKETING  MANAGER 
If  you  have  exceptional  telemarketing 
skills,  pride  yourself  on  excellence,  have 
a  positive  attitude,  and  are  an  aggressive 
salesperson,  then  we  want  you!  Join  our 
team  and  be  a  part  of  our  exciting 
growth! 

MediaSpaceBank.com  is  a  well- 
financed,  pre-IPO,  B2B  e-commerce 
start-up.  We  are  developing  web-based 
tools  that  plan  and  buy  media  for 
advertising  campaigns.  We  offer: 

•  DYNAMIC  WORK  ENVIRONMENT 

•  TOP  SALARY 

•  BONUS 

•  STOCK  OPTIONS 

•  FABULOUS  BENEFITS,  INCLUDING 
401K 

The  Telemarketing  Manager  is  responsi¬ 
ble  for  all  outbound  B2B  sales  calls. 
Primary  responsibility  for  promoting  a 
new  product  line,  including  data  informa¬ 
tion  collection,  lead  generation,  rela¬ 
tionship  building,  and  closing  of  sales. 
Your  expertise  in  reaching  key  decision 
makers  through  business  to  business  con¬ 
tacts  will  ultimately  secure  new  business 
and  personal  appointments,  where 
appropriate,  with  our  Sales  Staff. 

Qualified  candidates  should  submit  their 
resume  and  salary  history  to; 

jobs@mediaspacebank.com 
OR  Fax:  203-849-5944,  ATTN;  Job  Title 
Equal  Opportunity  Employer  M/F/DAf 
www.editorandpubllsher.com 


"HELP  WANTED" 


MARKETING 


MARKETING  DIRECTOR 
The  Florida  Times-Union,  located  in  one 
of  the  fastest  growing  markets  in  the 
Southeast,  is  iooking  for  a  proven  Market¬ 
ing  Director.  The  Jacksonville,  Florida, 
Daily  wants  a  creative  leader  who  will 
establish  and  execute  strategic  market¬ 
ing  plans  for  all  areas  of  the  organiza¬ 
tion.  The  qualified  candidate  must  have 
10-12  years  of  experience  in  consumer 
product  marketing  or  marketing  commu¬ 
nications,  and  a  four-year  college 
degree.  Send  resume  to: 

Sherwin  Pulmano 
Employment  Manager 
The  Florida  Times-Union 
RO.  Box  1949 
OJacksonville,  FL  32231 
Fax  (904)  359-4695 
Or  E-mail;  spulmano@jax-tu.com. 

We  are  a  DRUG-FREE  WORKPLACE 


PROJECT  MANAGER 

Urban  &  Associates,  Inc.,  one  of  the  lead¬ 
ing  market  research  and  consulting  com¬ 
panies  serving  the  newspaper  industry, 
is  currently  expanding.  We  have  an 
excellent  opportunity  for  an  experienced 
research  professional.  Position  involves 
designing  quantitative  and  qualitative 
research  studies,  analysis,  and  signifi¬ 
cant  client  contact.  Qualified  will  have  at 
least  3  years  experience  doing  pro¬ 
fessional  newspaper  or  media  research, 
and  possess  verbal  and  written  commu¬ 
nication  skills.  Moderate  travel  involved. 
Outstanding  salary  and  benefit  package, 
including  profit  sharing.  Reply  with 
resume  and  salary  history  to: 

Mr.  Lynn  R.  Howard 
PO.  Box  205 
Sharon,  MA  02067 

Fax;  (781)  784-9725  or  email: 
lhoward@ua-inc.com 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


MARKETING 


CONFERENCE  SENIOR  COORDINATOR 
Editor  &  Publisher,  a  division  of  Adweek 
Conferences,  has  an  immediate  opening 
for  a  Senior  Conference  Coordinator. 
Responsibilities  include  coordination  of 
marketing  and  promotion  campaigns, 
registrations,  speaker  recruitment,  trade 
show  management,  hotei/audio-visual, 
budgeting,  and  on-site  organization  for 
newspaper.  Candidate  must  be  ex¬ 
tremely  organized,  attentive  to  detail, 
self-motivated  and  a  team  player.  Col¬ 
lege  degree  required(  Marketing  / 
Communications  preferred.)  Two-three 
years  of  conference  experience  a  must. 

A  competitive  salary,  excellent  benefits 
and  an  opportunity  to  be  part  of  a  bright 
and  ambitious  team  are  part  of  the 
package.  Please  mail  or  fax  your 
resume  to: 

M.  Stoltman  @  Adweek  Conferences 
770  Broadway,  7th  FLoor 
New  York,  NY  10003-9595 
Or  fax  to:  (646)654-5360 


NEW  MEDIA 


THE  UNIVERSITY  OF  FLORIDA’S  Col¬ 
lege  of  Journalism  and  Communications 
seeks  a  creative,  collaborative,  and  vis¬ 
ually  and  technically  sophisticated 
communications  specialist  to  design, 
produce  and  maintain  high-quality  Web 
sites  for  the  college. 

The  successful  candidate  will  have  pri¬ 
mary  responsibility  for  managing  the  col¬ 
lege's  Web  presence.  Tasks  include: 
design  and  produce  state-of-the-art  Web 
pages;  ensure  that  information  is  current 
and  accurate;  provide  leadership  in  inte¬ 
grating  new  Web  developments  and 
techniques,  and  work  effectively  and  col- 
laboratively  with  administrators,  staff 
and  other  university  Web  officials. 

A  Bachelor’s  degree  and  at  least  two 
years  relevant  experience  are  required; 
master's  degree  and  appropriate  experi¬ 
ence  preferred.  Excellent  command  of 
written  English,  including  the  ability  to 
express  ideas  clearly  orally  or  in  writing, 
is  required.  Also  required  are 
demonstrated  experience  in  Web  design 
and  administration,  including  graphics 
skills,  hand-coding  HTML,  CGI  scripting 
and  Windows  NT  Web  server  adminis¬ 
tration.  Working  knowledge  of  Java, 
JavaScript,  ActiveX  and  Cold  Fusion  or 
similar  software  is  strongly  preferred. 
Strong  conceptual  and  human-relations 
skills  also  are  required. 

A  complete  job  description  is  online  at 
http://www.jou.ufl.edu/info/jobs.htm 
Applicants  should  send  a  letter,  three  to 
five  URLs  and  a  current  resume  to: 
Professor  David  Carlson,  Chair  Search 
Committee  for  Web  Administrator 
College  of  Journalism  and  Communications, 
University  of  Florida 
RO.  Box  118400 
Gainesville,  FL  3261 1-8400. 
Applications  must  be  received  by 
Nov.  16, 2000.  Salary  is  competitive, 
based  on  qualifications  and  experience. 

The  University  of  Florida  is  an  equal 
opportunity, /Affirmative  Action/ADA  employer. 


NEW  MEDIA 


METROPOLITAN  WATER  DISTRICT  OF 
SOUTHERN  CALIFORNIA 
MEDIA  SERVICES  SECTION  MANAGER 
$94,536  -  S123,448/ANNUALLY 
The  External  Affairs  Group  of  the 
Metropolitan  Water  District  of  So  Cal  is 
seeking  a  qualified  professional  for  the 
position  of  Media  Services  Section  Man¬ 
ager.  The  Media  Services  Section  supports 
all  of  Metropolitan  by  providing  communi¬ 
cations  expertise  to  the  board  of  directors, 
executive  management  and  district  staff. 
The  Media  Services  Section  Manager 
manages  the  day-to-day  administrative 
activities  of  the  press  office,  editorial  staff 
and  production. 

Requires:  BA  in  English,  Journalism,  Pub¬ 
lic  Relations  or  a  related  field;  8  years  of 
progressively  responsible  experience  in 
media  relations  and  publications,  four 
years  of  which  must  have  been  at  a  man¬ 
agerial  and/or  supervisory  level.  (A  Masters 
degree  may  substitute  for  two  years  of  the 
media  relations  and  publications  experi¬ 
ence.)  Location:  LA.  For  an  application 
and  more  detailed  information,  please  visit 
http;  www.mwd.dst.ca.us  or  call: 

(213)217-6453  or  TDD 
(2 13)217-57004  refer  to 
Job  Code00-0113LD. 

Closes  11/28/00 


_ PHOTOGRAPHY _ 

PHOTO  ADVISER 

The  State  News,  the  independent  stu¬ 
dent  newspaper  at  Michigan  State  Uni¬ 
versity,  seeks  a  shooter  to  help  train 
journalism's  next  generation.  Fill  a  rare 
opening  on  the  dedicated  professional 
staff  of  America's  largest  college  news¬ 
paper.  Advise  motivated  students  using 
the  best  equipment  in  offices  in  the 
heart  of  MSU  steps  from  down-town  East  Lansing. 

The  State  News,  an  Affirmative  Action  Equal 
Opportunity  Employer,  is  committed  to 
inclusion  and  diversity.  Salary  $32,000 
to  $40,000  plus  great  benefits. Please  send  cover 
letter,  resume  and  portfolio  by  December  1st  to: 

The  State  News 
345  Student  Services  Building 
East  Lansing,  Ml  48824 
Attn:  Photo  Adviser  Search 

PRESSROOM 

PRESS  PERSON 

Press  person-FT  position  consisting  of  a 
thorough  knowledge  of  offset  printing, 
unit  and  press  folder  operation  with  the 
understanding  of  various  press  layout  con¬ 
figurations.  Web  Press  experience  is  a 
must.  Send  resume  to: 

John  Lundgren 
Tuscon  Newspapers 

RO.  Box  26887 
Tuscon,  AZ  85726-6887 


Call  us  about  our 
low  contract  rates! 

(888)  825-9149 


NOVEMBER  13,  2000  EDITOR  &  PUBLISHER  CLASSIFIEDS  Cll 
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-HELP  WANTED- 


I 


PRESSROOM 


PRESSROOM  SUPERVISOR 
Join  Philadelphia’s  largest  cold 
web  printer  and  earn 
$80,000  Annually  +  Performance  Bonus 
Bartash  is  a  7-day,  24  hour  printing 
operation  that  seeks  an  experienced  pre¬ 
ssroom  supervisor  that  has  the  ability  to 
commit  tight  deadlines,  work  under  pre¬ 
ssure  while  providing  excellent  print  qual¬ 
ity,  The  supervisor  has  the  responsibility 
to  manage  a  press  crew  of  20  to  operate 
four  press  lines.  Ideal  candidate  will  have 
press  experience  on  a  Community,  Sub¬ 
urban  and  Tensor  press  units.  Special  con¬ 
sideration  will  be  given  to  candidates  that 
have  printing  experience  with  quarter- 
folds,  on-line  glue  and  process  color.  This 
is  a  pivotal  role  that  requires  planning, 
management  skills  and  the  ability  to  pro¬ 
duce  bottom-line  results  by  streamlining 
the  production  process.  This  position 
offers  a  base  salary  plus  a  quarterly 
performance  bonus. 

Submit  your  resume  to: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Ave 
Philadelphia,  PA  19143 
Phone:  2 1 5  724- 1 700  Fax:  2 1 5  724-3489 


PRODUCTION/TECH 


QUALITY  ASSURANCE  TECHNICIAN 
The  San  Diego  Union-Tribune  is  seeking 
a  professional  to  develop  standards  of 
excellence  for  print  quality  and  imple¬ 
ment  a  continuous  improvement  quality 
assurance  program  that  maximizes  the 
print  quality  of  the  newspaper  and  meet 
or  exceed  the  expectations  of  our 
customers.  You  will  create  a  process  and 
utilize  documentation  to  measure,  track 
and  record  print  quality  standards  and 
achievements  and  recommend  and  sup¬ 
port  training  activities  that  enhances 
employee  skills  and  results  in  continuous 
improvement  in  print  quality. 

The  candidate  we  seek  will  have  supe¬ 
rior  verbal  and  written  communication 
skills  and  be  able  to  utilize  a  variety  of 
quality  control  and  measurement  tools  to 
establish  goals  while  analyzing  and 
resolving  quality  issues.  Must  have  2 
years  experience  in  a  position  of  respon¬ 
sibility  related  to  production  of  high 
quality  products  and  services. 

If  you  are  looking  for  a  challenging  and 
rewarding  position  then  we  invite  you  to 
submit  your  resume  and  salary  require¬ 
ments  tO: 

San  Diego  Union-Tribune 
Human  Resources  Department 
Job#118-00/KK/EP 
RO.  Box  120191 
San  Diego,  CA  921 12-0191 
Or  E-mail  in  MS  Word  format  to: 

UT.jobs@uniontrib.com 
An  Equal  Opportunity  Employer 
www.uniontrib.com 


PRODUCTION/TECH 


The  Northwest  Florida  Daily  News  seeks 
candidate  for  the  position  of  Operations 
Director.  This  position  will  oversee  the 
management  of  all  aspects  of  computer 
systems  and  programs,  pre-press  pro¬ 
duction,  camera  room,  press,  and  the 
mailroom/distribution  center.  Prior  expe¬ 
rience  in  these  areas  is  essential. 

Please  e-mail  tO: 
marvind@nwfdailynews.com 


-POSITIONS  WANTED-  I 


D.C.  Writing,  editing,  layout,  Capitol  Hill 
reporting,  pagination  and  managerial 
experience.  Contact  (301)  441-8066. 
or  Mturner292@aol.com 


MEDIA  CRITICISM  COLUMN  available 
from  longtime  SPJ  chapter  president. 
Topics  include  ethics,  current  issues  in 
media.  First  Amendment.  Call: 

(518)  399-8306  or  GSilver792@aol.com 


NEED  AN  EXTRA  Hand?  Retired  editor 
with  more  than  40  years  experience  will 
edit  copy  re-writes  stories  and  copy  read 
via  Internet.  Immediate  turn  around. 
Economical  rates. 

Contact:  Ed  Klein 

(845)  986-3680  e-mail:penkay@warwick.net 


NEWS  VETERAN  SEEKS  reporting  posi¬ 
tion  on  daily  where  editors  will  challenge 
me  to  help  the  paper  and  improve  my 
craft.  Call  Brad  (352)  375-0177  or 
email:  brdbuc@cs.com 


PUBLISHER'S  CONSULTANT 
Available  for  short  or  long-term  projects 
as  the  publisher’s  right  hand.  Able  to 
analyze  and  solve  problems  in  advertis¬ 
ing,  editorial,  circulation  and  prepress  to 
print.  Also  able  to  develop  and/or  imple¬ 
ment  policies.  Skilled  in  recruiting,  train¬ 
ing  and  in  cold-start  or  new  edition 
development.  Thirty  years  experience  in 
daily,  weekly  and  TMC.  All  services  confi¬ 
dential.  Call  Michael  Bradley  at: 

(508)  563-2835 

Or  E-mail:  mbradley@capecod.net 


BEAT  WRITER  with  heavy  editing  and 
computer  experience,  seeks  chance  for 
growth  at  major  metro  in  Zone  1  or  2, 
especially  in  religion,  ideas,  environ¬ 
ment,  education  beats.  Please  reply  to: 
oldcolonyscribe@att.net 


CORPORATE  UPHEAVAL  has  caused 
availability  of  veteran  syndicated  auto 
and  computer/internet/software  colum¬ 
nist.  Seeking  contributor’s  position  with 
major  newspaper,  magazine  or  syn¬ 
dicate, 

Replyopossum@ix.netcom.com  or 
4901  Green  River  #63,  Corona,  CA  92880 


Looking  for  great  job  as  a  reporter, 
http://resume.jupiterx,com 


CLASSIFIED  ADVERTISING  DEADLINES 

in-Columii  Advertisements:  Tuesday  at  ncxsn  (EST)  for  the  next  Monday's  issue 
Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 


CLASSIFIED  ADVERTISING 
INFORMATION 


-DEADLINES- 


1 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Monday's  issue. 
DISPLAY  ADS  -  Space  reservation  1 1  days  prior  to  publication  date; 
camera  ready  copy  7  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED 


ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.00 

1  week . 

....  $11.00 

2  weeks . 

....  $11.18 

2  weeks . 

.  $9.70 

3  weeks . 

. $9.80 

3  weeks . 

.  $8,50 

4  weeks . 

. $8.25 

4  weeks . 

.  $7.25 

1 2  weeks . 

. $7.90 

1 2  weeks . 

.  $6,40 

26  weeks . 

. $7,10 

26  weeks . 

.  $5.60 

39  weeks . 

. $6.80 

39  weeks . 

.  $6,30 

52  weeks . 

.  $6.45 

52  weeks . 

.  $4,95 

POSITIONS  WANTED 

1  week . $6  00 

2  weeks . $5.05 

3  weeks . $4.15 

4  weeks . $3.70 

BLIND  BOXES:  $25  per  insertion;  counts  as  additional  line  in  copy. 


DISPLAY  AD  RATES  - 


Camera-ready  veloxes;  Furnish  same  size  camera-ready,  other¬ 
wise  a  scanning  charge  may  oe  incurred.  All  halftones  must  be  a 
maximum  133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  email.  For 
instructions,  please  ask  your  account  manager, 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 


1  week . 

. $131 

12  weeks . 

. $102 

2  weeks . 

. $119 

26  weeks . 

. $97 

3  weeks . 

. $113 

39  weeks . 

.  $92 

4  weeks . 

. $109 

52  weeks . 

. $86 

ORDERS  AND  PAYMENT 


BfCRBESS 


■  Ads  running  for  12  weeks  or  more  may  be 
on  a  contract  basis.  Contracts  are  non-cance- 
^  lable.  All  ads  from  new  advertisers  must  be  pre- 
paid  prior  to  deadline:  advertisers  with  a  pay- 
uSj  ment  record  in  good  standings  may  be  billed. 
i-'ft  Deadline  is  Tuesday  prior  to  Monday  publica- 
^  tion.  Cash,  check,  VISA,  MasterCard,  and 
American  Express  accepted.  All  ads  require  a 
signed  insertion  order,  and  all  ad  copy  must  be 
submitted  in  writing  via  mail,  email,or  fax, 
IVe  reserve  the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2,  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified 

770  Broadway,  7th  fi..  New  York,  NY  10003 
FAX:  (646)654-5312 

ANY  QUESTIONS  E-MAIL  or  CALL: 

Hazel  Preuss  (646)  654-5302 
hpreuss(a)editorandpublisher.com 


C12  EDITORS;  PUBLISHER  CLASSIFIEDS  NO  VEM  B  E  R  13 ,  2  0  0  0 


www.editorandpublisher.com 
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VOL.  1 

•  U.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


VOL.  2 

•  U.S.  &  Canadian  Community  Weeklies 
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MTV's 

BUZZWORTHY 

Buzzworthy  songs  are  usually 
by  new,  up-and-coming  artists 
who  MTV  believes  have  special 
potential.  Of  the  videos  desig¬ 
nated  as  Buzzworthy,  the  vast 
majority  have  been  certified 
gold  or  platinum. 

Week  of  11/6/00 

Artist/Group:  Jill  Scott 
Song/Video:  "Gettin’  in  the  Way" 
Album;  Who  Is  Jill  Scott? 

It’s  no  surprise  that  Scott,  re¬ 
sponsible  for  co-writing  one  of 
hip-hop  legends  The  Roots  clas¬ 
sics  “You  Got  Me”,  now  has  a  hit 
of  her  own.  Straight  from  Philly, 
she’s  been  called  a  “female  A1 
Green”  -  blending  jazz,  hip-hop, 
spoken  word  and  the  blues. 

Artist/Group:  David  Gray 
Song/Video:  “Babylon" 

Album:  White  Ladder 

Gray’s  fourth  record,  the  first  on 
Dave  Matthews’  new  label,  may 
finally  elevate  him  above  his  usual 
critical  darling  tag.  Opening  for 
the  likes  of  Matthews  and 
Radiohead,  and  being  compared 
to  Van  Morrison  can’t  hurt,  if 
you’re  into  that  sort  of  thing... 


©2000  MTV 


The  Hollywood  Reporter’s  Box  Office 

For  weekend  ending  November  6, 2000 

This 

Week 

Last 

Week 

3-Day 

Picture  Weekend  Gross 

Days  Total 

In  Release  Gross  Sales 

1 

New 

Charlie’s  Angels 

40,128,550 

3 

40,128,550 

2 

1 

Meet  the  Parents 

13,638,560 

31 

116,464,490 

3 

New 

Bagger  Vance 

11,516,712 

3 

11,516,712 

4 

3 

Remember  the  Titans 

6,961,283 

38 

96,737,442 

5 

2 

Book  of  Shadows:  Blair  Witch  2 

5,011,801 

10 

21,799,939 

6 

4 

Bedazzled 

4,655,978 

17 

30,811,044 

7 

5 

Pay  it  Forward 

4,278,516 

17 

25,126,486 

8 

6 

The  Little  Vampire 

3,505,436 

10 

9,975,263 

9 

7 

Lucky  Numbers 

2,051,958 

10 

7,709,806 

10 

9 

The  Legend  of  Drunken  Master 

1,571,681 

17 

9,719,472 

11 

10 

Best  in  Show 

1,505,724 

40 

11,270,389 

12 

8 

The  Contender 

1,366,251 

24 

16,120,906 

13 

16 

Billy  Elliot 

1,034,005 

24 

2,827,917 

14 

11 

The  Exorcist  (re-issue) 

807,497 

45 

38,665,034 

15 

13 

Lost  Souls 

621,615 

24 

16,358,063 

16 

12 

The  Ladies  Man 

601,813 

24 

12,944,396 

17 

14 

Dr.  T  and  the  Women 

590,218 

24 

12,115,208 

18 

15 

Almost  Famous 

460,581 

54 

30,511,244 

19 

42 

Scary  Movie 

307,104 

122 

156,529,627 

20 

17 

Bring  it  On 

254,340 

73 

67,013,480 

21 

19 

The  Perfect  Storm 

252,693 

129 

182,066,354 

22 

44 

Requiem  for  a  Dream 

251,313 

31 

643,650 

23 

18 

Bamboozled 

232,799 

31 

1,883,628 

24 

23 

Cyberworld  3D 

230,078 

31 

1,823,359 

25 

22 

Dancer  in  the  Dark 

226,529 

44 

2,839,256 

26 

59 

Digimon:  The  Movie 

203,512 

31 

9,259,276 

27 

24 

Nutty  Professor  II:  The  Klumps 

190,530 

101 

122,629,905 

28 

20 

The  Yards 

173,571 

17 

678,194 

29 

- 

The  Replacements 

148,929 

87 

44,520,874 

30 

25 

Coyote  Ugly 

129,108 

94 

60,283,992 

31 

30 

The  Broken  Hearts  Club 

127,994 

38 

970,061 

32 

48 

The  Original  Kings  of  Comedy 

106,301 

80 

38,064,906 

33 

26 

What  Lies  Beneath 

105,020 

108 

154,083,318 

34 

28 

Two  Family  House 

102,011 

31 

398,897 

35 

41 

Cirque  du  Soleil 

95,444 

185 

7,760,227 

©2000  The  Hollywood  Reporter 
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MTV  Top  20 
Countdown 

Week  of  1116100 

1.  Offspring  “Original  Prankster” 

I 

2.  Green  Day  “Minority” 

3.  Papa  Roach  “Broken  Home” 

4.  Mystikal  “Shake  it  Fast” 

5.  Nelly  “E.I.” 

6.  Fuel  “Hemorrhage” 

7.  Pink  “Most  Girls” 

8.  Destiny’s  Child  “Independent  Women” 
j  9.  David  Gray  “Babylon” 

I  10.  Outkast  “B.O.B.” 

I  11.  Lenny  Kravitz  “Again” 

12.  Deftones  “Back  to  School” 

13.  Orgy  “Fiction” 

I 

j  14.  Ja  Rule/Milian  “Between  You  &  Me” 

I 

15.  3  Doors  Down  “Loser” 

16.  Jay-z  “I  Just  Wanna  Love  You” 

i 

17.  U2  “Beautiful  Day” 

18.  The  Wallflowers  “Sleepwalker” 

19.  Ludacris  “What’s  Your  Fantasy” 

20.  Blink-182  “Man  Overboard” 


The  BillboanI  200 

The  tx)p-selling  albums  compiled  from  a  national  sample  of  retail  store  sales. 


This 

Week 

Last 

Week 

Weeks  on 
Chart 

Artist 

Album 

1 

1 

2 

Limp  Bizkit 

Chocolate  Starfish... 

2 

- 

1 

Lenny  Kravitz 

Greatest  Hits 

3 

3 

18 

Nelly 

Country  Grammar 

4 

2 

3 

Ja  Rule 

Rule  3:36 

5 

6 

12 

Baha  Men 

Who  Let  the  Dogs  Out 

6 

5 

57 

Creed 

Human  Clay 

7 

4 

2 

Ludacris 

Back  for  the  First  Time 

8 

7 

5 

Mystikal 

Let’s  Get  Ready 

9 

10 

38 

3  Doors  Down 

The  Better  Life 

10 

9 

6 

Madonna 

Music 

©2000  Billboard/SoundScan,  Inc. 


The  BillboanI  Hot  100 

The  most  popular  singles  compiled  from  a  national  sample  of  radio  play  and  retail  store  sales. 


This 

Last 

Peak 

Wks  on 

Week 

Week 

Pos. 

Chart 

Title 

Artist 

1 

3 

1 

27 

With  Arms  Wide  Open 

Creed 

2 

2 

1 

14 

Music 

Madonna 

3 

4 

3 

32 

Kryptonite 

3  Doors  Down 

4 

1 

1 

15 

Come  On  Over  Baby 

Christina  Aguilera 

5 

7 

5 

8 

Independent  Women 

Destiny’s  Child 

6 

5 

5 

14 

Most  Girls 

Pink 

7 

6 

6 

7 

This  I  Promise  You 

‘N  Sync 

8 

9 

8 

10 

Gotta  Tell  You 

Samantha  Mumba 

9 

10 

9 

13 

Case  of  the  Ex 

Mya 

10 

8 

3 

27 

Jumpin’ 

Destiny’s  Child 

©2000  MTV 


©2000  Billboard/Soundscan 
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SYNDICATES 


Not  always.  But  syndicated  creators  are  aware  that  some  of  the 
people  requesting  originals  turn  around  and  sell  them. 

BY  DAVE  ASTOR 

WALT  HaNDELSMAN  RECEIVED  A  REQUEST  FOR 
an  autographed  drawing,  so  he  did  a  sketch  of 
Bill  Clinton  and  mailed  it  back.  Later,  he  dis¬ 
covered  the  art  selling  on  the  eBay  auction 
site.  “I  was  naive,”  said  Handelsman,  the 
Pulitzer  Prize-winning  editorial  cartoonist  for  The  Times- 
Picayune  of  New  Orleans  and  Tribune  Media  Services  (TMS). 
He  thought  the  man  wanted  the  drawing  for  himself. 


Handelsman  added  that  he  gets  a  num¬ 
ber  of  “sob-story”  requests  for  sketches  and 
already-published  originals  from  people 
who  say  they  or  their  children  are  gravely 
ill.  Some  are  legitimate,  but  others 
are  from  perfectly  healthy  people 
planning  to  sell  the  drawing  on  the 
Web  or  at  a  flea  market. 

“If  they  want  to  sell  it,  they 
should  be  up-front  about  it,”  com¬ 
mented  editorial  cartoonist  Steve 
Kelley  of  The  San  Diego  Union- 
Tribune  and  Copley  News  Service. 

Several  other  cartoonists  con¬ 
tacted  also  suspect  they’re  at  least 
occasionally  scammed. 

“I’ve  gotten  to  the  point  where 
I  don’t  know  who  to  trust,”  said 
Jack  Ohman  of  The  Oregonian  in 
Portland  and  TMS. 

“I  think  most  want  [the  art]  for 
themselves,”  said  “Rose  is  Rose”  cartoonist 
Pat  Brady  of  United  Media.  “I  suspect  other 
motives  when  they  insist  —  in  all  caps  and 
with  many  exclamation  points  —  that  I  not 
personalize  it  to  them.” 

'  Other  scam  clues?  Handelsman 
I  observed  that  some  requests  are  very 
^  *  “generic,”  with  no  indication  that  the 
person  is  familiar  with  his  work. 

“Eight  out  of  10  cartoon  requests  are 
from  people  who  wouldn’t  know  my  work 


from  Walt  Handelsman’s,”  said  Kelley, 
adding:  “I  get  a  lot  that  look  like  form  let¬ 
ters.  That  to  me  is  a  prettv’  good  indication 
the  request  is  less  than  legitimate.” 


Ohman  said  there  are  requests  “written 
by  adults  trying  to  wiite  like  a  child.”  He 
added  that  some  stealth  resellers  must  talk 
to  each  other,  because  the  content  of  their 
mailings  often  seems  similar.  Lately,  for 
instance,  Ohman  has  received  a  number 
of  requests  for  art  that  will  supposedly  be 
exhibited  at  middle  schools. 

But  cartoonists  don’t  always  know  if 
they’re  being  scammed.  So  what  to  do? 


Handelsman  has  stopped  doing  auto¬ 
graphed  drawings,  unless  he’s  convinced 
the  request  is  legitimate.  “I  consider  myself 
a  nice  guy,”  he  said.  “For  years,  I  would  send 
these  things  out,  but  I’m  not  going  to  be 
played  anymore.  I  still  donate  a  ton  of  car¬ 
toons  to  charity  auctions.” 

Ohman  responds  to  the  “50%”  or  so  of 
requests  he  feels  are  legitimate,  while 
Kelley  said,  “I  always  try  to  comply  with 
requests  that  are  genuine  and  heartfelt.” 

“Liberty  Meadows”  cartoonist  Frank  Cho 
of  Creators  Syndicate  recalled  that  when  his 
strip  first  got  syndicated,  he  honored  nearly 
all  sketch  requests.  But,  like  Handelsman, 
he  spotted  some  on  eBay.  “I  got  burned  sev¬ 
eral  times  by  people  trying  to  make  a  profit 
out  of  my  generosity,”  he  said.  “And  doing 
the  sketches  was  too  time-consuming.” 

But  Cho  still  goes  along  with  some  art 
and  autograph  requests,  especially  from 
kids.  “I’m  prett>'  sure  the  majority  of  re¬ 
quests  are  genuine,”  said  the  cartoonist, 
who  gets  about  a  dozen  of  them  a  day. 

Brady  also  feels  most  of  the  100  or  so  re¬ 
quests  he  receives  a  week  are  legitimate,  but 
he  no  longer  fulfills  them,  saving:  “Although 
I  reply  to  all  mail,  I  have  recently  adopted 
the  policy  of  politely  refusing  all  autograph 
and  art  requests.  The  issue  became  a  ques¬ 
tion  of  priorities.  Eveiy'  hour  spent  signing 
autographs  is  an  hour  taken  away  from 
working  on  my  comic  strip.  I 
asked  myself:  Do  I  want  to  make 
‘Rose  is  Rose’  the  best  it  can  be?” 

“Mallard  Fillmore”  creator 
Bruce  Tinsley  of  King  Features 
Syndicate  still  honors  all  personal 
(but  not  form-letter)  requests.  “I 
try  to  give  people  the  benefit  of 
the  doubt,”  he  said.  “I’d  rather 
make  the  mistake  of  giving  a  con 
artist  a  cartoon  than  not  give  one 
to  someone  who  deserves  it.” 

There  are  also  other  kinds  of 
misleading  requests,  such  as 
when  political  staffers  say  the 
congressmen  they  w'ork  for  want 
cartoons  picturing  them.  Some¬ 
times,  said  Kelley,  the  congressmen  made 
no  such  request;  the  staffers  w'ant  to  sur¬ 
prise  them  with  the  cartoons  to  earn 
brownie  points.  Kelley  added  that  when  a 
politician  or  other  celebrity  calls  personally 
(as  was  the  case  recently  with  Charlton  He¬ 
ston),  he  sends  the  cartoon  immediately 

Heston  is  a  former  film  star,  but  Brady 
isn’t.  “My  favorite  illegitimate  requests,” 
said  the  “Rose”  creator,  “are  from  fans  who 
assure  me  they’ve  seen  all  my  movies!”  11 


United  Media  cartoonist  Pat  Brady  (wearing  cap)  meets  some  real 
fans  of  his  “Rose  is  Rose”  comic  strip  during  a  book  signing. 
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ings  of  “on  this  day”  events,  and  space  for 
ads  is  being  self-syndicated. 

“Daily  Past-Times”  (http://www.daily 
pasttimes.com)  is  created  by  Bill  Hogan, 
a  writer  and  application  developer  with  a 
degree  in  history. 


rial  page  editor  of  the 
now-defimct PAoenir  ! 

Gazette,  Sunday  per-  j 

spective  editor  at  The  ^ 

Arizona  Republic  s 

Phoenix,  at  the  Los 

Angeles  Times  and 

at  The  Kansas  City 

(Mo.)  Star,  and  in 

,  ,  .  ,  Karisue  Wyson 

several  other  jobs.  He 

wrote  a  Gazette  column  that  was  distrib¬ 
uted  by  the  New  York  Times  News  Service. 

WPWG  also  promoted  Karisue  Wyson  to 
sales  manager  for  North  America,  named 
Leigh  Hannagan  mar- 
keting  representative  for 
North  America,  and 
|l  appointed  Jerome 

r  Logan  sales  assistant. 

Wyson,  who  joined 
/  WPWG  in  1998, 
succeeds  Grace  Hill- 

_  Putnam  —  now  in  a 

research  position  at  The 
Washington  Post.  Wyson’s  previous 
jobs  include  a  stint  writing  for  The 
Times  Herald-Record  in  Middle- 
town,  N.Y. 


In  brief 

Dwindling 
group  loses 
a  member 


British  cartoonist  wins 
$10,000  U.N.  Lurie  prize 

Peter  Schrank  of  The  Independent  on 
Sunday  in  London  has  won  the  $10,000 
United  Nations  Correspondents 
Association  Ranan  Lurie  Political 
Cartoon  Award. 


ONE  OF  THE  LAST  OF  THE  COUNTRY’S 

sports  cartoonists  laid  down  his 
pen  last  month.  Dick  Dugan,  75, 
retired  from  The  Plain  Dealer  in  Cleveland 
after  nearly  39  years  on  the  job. 

Sports  cartoons  were  once  an  integral 
part  of  American  newspapers.  ^ — 

Now  there  are  few  full-time 
practitioners  of  this  art  on  the 
staff  of  daily  papers.  Two  are  . 

Bill  Gallo  of  the  New  York  Dai7^ 

News  and  Drew  Litton  of  the  ! 

Denver  Rocky  Mountain  News  ^ 

and  United  Media. 

Computer-generated  art  —  - 

along  with  color  and  digital  pho- 
tos  (including  those  that  can  stop  action  at 
thousandths  of  a  second)  —  took  over  the 
bailiwick  enjoyed  by  sports  cartoonists. 

Dugan  balked  when  computers  entered 
the  graphics  art  scene.  “Computers  are 
good  for  what  they  do,  but  the  result  looks 
too  mechanical,”  said  the  cartoonist,  whose 
retirement  plans  include  doing  children’s 
books.  —  Ed  Black 


'UOF^P/ 


Toler  TOUTS  COLUMNS  BY 
FORMER,  CURRENT  EDITORS 

Toler  Media  Services  is  syndicating 
columns  by  a  longtime  newspaperman 
and  a  conservative  commentator. 

One  is  a  weekly  feature  by  D2m  Warner, 
recently  retired  editor  oi  The  Eagle-Tribune, 
Lawrence,  Mass.  His  column,  which  ram  in 
the  newspaper  for  27  years,  is  about  every¬ 
day  living  and  has  a  style  both  hard-hitting 
and  “homey.” 

Warner,  63,  who  now  teaches  at  Boston 
University  and  consults,  also  worked  for 
The  Philadelphia  Inquirer  and  the^^on 
(Ohio)  Beacon  Journal. 

The  other  feature  is  a  semiweekly  col¬ 
umn  called  “The  Hard  Line.”  It’s  by  Har¬ 
risonburg,  Va.,  Daily  News-Record 
Managing  Editor  R.  Cort  Kirkwood,  who 
has  also  written  for  newspapers  such  as 
The  Washington  Times  and  journals  such 
as  the  National  Review. 
n  “Kirkwood  isn’t  a  conservative  who 
>.  I  happens  to  write;  he’s  a  writer,  a  news- 
g  I  paperman,  who  happens  to  be  conser- 
I "  vative,”  said  syndicate  founder  Jim 
7  Toler  (tolermedia@global2000.net). 


Peter  Schrank's  first-place  drawing 


The  second-  and  third-place  winners 
were  Soheil  Eshraghi  of  Tavana  Keyhan  in 
Iran  and  Jim  Morin  of  The  Miami  Herald 
and  King  Features  Syndicate,  respectively. 

Lurie’s  work  is  distributed  by  the  New 
York-based  Cartoonews  International 
Syndicate. 


‘Dilbert  List’  feature  now 
PART  OF  United  Media’s  ust 
United  Media  is  syndicating  “Dilbert  List 
of  the  Day,”  a  collection  of  humorous 
reader  submissions  on  office  topics. 

The  five-times-a-week  feature  is  based 
on  content  from  the  Scott  Adams  comic’s 
Web  site  (http://www.dilbert.com). 

It’s  running  in  more  than  20  papers,  in¬ 
cluding  The  Miami  Herald,  The  Oregonian 
of  Portland,  The  Ottawa  Citizen,  the  San 
Francisco  Chronicle,  and  the  Seattle  Post- 
Intelligencer. 


et  cetera 


CONTEXT  MEDIA  INC.  {HTTP://WWW 
.contextmedia.com)  received  $20 
million  in  second-round  venture  funding. 
Context  is  involved  in  the  syndication  of 
rich-media  content  (including  audio  and 
video)  across  the  Web. ...  Cartoons  by  Bill 
Gallo  of  the  New  York  Daily  News  are  part  of 
a  “Subway  Series”  exhibit  starting  Nov.  17 
at  the  Baseball  Hall  of  Fame  in  Cooper- 
stown,  N.Y. ...  Cyberwalker  Media  Syndicate 
(http://www.cyberwalkermedia.com)  is  of¬ 
fering  a  wireless-themed  package  of  stories. 
...  Jay  Maeder  and  Andrew  Pepoy,  the  new 
creators  of  Tribune  Media  Services’  recently 
revised  "Annie”  strip,  appeared  at  this  past 
weekend’s  National  Big  Apple  Comic  Book, 
Art,  Toy,  and  Sci-Fi  Expo  in  New  York. 


Longtime  journalist  named 
MANAGING  EDITOR  OF  WPWG 

Longtime  journalist  James  Hill  has  been 
named  managing  editor  of 
the  Washington  Post 
Writers  Group. 

While  his  position  is  new 
at  WPWG,  Hill  essentially 
replaces  Associate  Editor 
Anna  Karavangelos,  who 
retired  Aug.  30  after  many 
years  with  the  syndicate. 

Hill  has  worked  as  edito- 


Online  ‘Daily  Past-Times’ 

SYNDICATED  TO  WEB  SITES 
A  daily  online  feature  that  includes  a 
trivia  section,  a  word  scramble,  list- 


James  Hill 
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Photos  of  the  week 


The  Modesto  Bee 

Calling  the  Shots  Tvn' 


FdrawlookrtP^, 


.’8  ties  to  Measure 

Mi  MTl*  **  •  «•“"*•*  ** 


The  Modesto  Bee  turns  a  microscope  on 
itself,  but  emerges  with  wings  unsinged. 

A  Modesto  proposal 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 


‘It  was  a  nightmarish  evening.  It’s  like  covering  the 
World  Series  without  being  able  to  see  the  game.” 

-  JAMES  WILLSE,  EDITOR,  “THE  STAR-LEDGER,”  NEWARK,  N.J. 
ON  ELECTION  NIGHT  2000 


IS  THE  UNEXAMINED  NEWSPAPER  NOT 

worth  publishing?  Plenty  of  editors 
seem  to  think  so,  judging  by  the  rash 
of  mea  culpas  in  recent  months.  Now  the 
trend  has  hit  central  California,  where 
The  Modesto  Bee  has  turned  a  microscope 
on  itself. 

Just  five  days  before  Election  Day,  the 
Bee  ran  an  unusual  1,000-word  story 
exploring  its  coverage  of  a  city  ballot 

— ^ - _  proposition.  “An  under- 

current  of  the  debate 
B  1  over  Modesto’s  Measure 

■  F  is  whether  people  can 

trust  the  Bee  to  report 
the  issue  fairly,”  the  story 
reported. 

The  Bee,  a  McClatchy 
Co.  newspaper  with  a 
“vasch^  daily  circulation  of 
of  the  See:  83,852,  had  a  highly  mti- 

Measures  for  mate  relationship  with 
measure.  Measure  F,  which  called 

for  a  hike  in  the  local  hotel  tax  to  help 
fund  the  city’s  performing  arts  center. 

The  newspaper  pledged  to  give 
$500,000  of  its  own  money  to  the  arts 
center  and  published  editorials  praising 
the  project.  Also,  the  husband  of  Bee 
Publisher  L)mn  Dickerson  volunteered 
for  the  campaign  in  favor  of  the  measure. 

For  the  Bee’s  self-assessment,  two 
reporters  interviewed  ethics  experts  who 
expressed  varying  levels  of  concern  about 
the  Bee's  role.  One  of  them,  Peter  Suss- 
man,  believes  that  a  newspaper’s  close 
connection  to  an  issue  will  inevitably 
create  problems  in  a  newsroom.  “There  is 


MICHAEL  MCLOONE,  OWATONNA 
(MINN.)  PEOPLE’S  PRESS  (TOP); 
FRANK  VARGA,  SKAGIT  VALLEY 
(WASH.)  HERALD 

TO  MARK  THE  APPROACHING 

end  of  autumn,  before  these 
waters  turn  to  ice,  we  picked 
two  prize  photos  this  week,  suitable 
for  framing.  —  Greg  Mitchell 
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always  a  kind  of  back-of-the-mind  recog¬ 
nition  that  certain  avenues  ought  not  to 
be  pursued,”  said  Sussman,  a  former  edi¬ 
tor  at  the  San  Francisco  Chronicle  who 
helped  write  the  ethics  code  of  the  Society 
of  Professional  Journalists. 

The  Bees  executive 
managing  editor,  Mark 
Vasche,  told  E&P  that 
the  newspaper  decided 
to  run  the  Nov.  2  article 
after  considering 
“everything  that’s  gone 
on  in  our  field  regarding  concern  about 
credibility.” 

While  the  company’s  role  complicated 
things,  he  said  he  had  made  it  clear  to  his 
reporters  “that  their  job  is  to  cover  this 
issue,  and  our  goal  is  for  our  coverage  to 
be  fair,  balanced,  and  accurate  —  and  free 
from  any  influence  of  business  interests, 
whether  it’s  our  own  or  those  of  major 
advertisers.” 

People  on  both  sides  of  the  ballot- 
measure  debate  agree  that  the  Bee's 
coverage  was  fair,  Vasche  said,  and  the 
Bee,  he  added,  disclosed  its  involvement 
in  stories  about  the  measure. 

And  here’s  the  kicker:  Despite  the 
extraordinary  support  from  the  Bee, 
Measure  F  failed  at  the  polls  on  Nov.  7- 

—  Randy  Dotinga 


Readers 
may  not 
get  fair 
shake. 


Greg  Best, 
firefighter 
from  Ladder 
Co.  No.  22 
in  Detroit, 
pauses  to 
get  a  breath 
after  fighting 
a  three- 
alarmer. 


Reporters  put  heat  on  Detroit 


Bloope  rs  of  the  week 


WE  HAD  TO  DECLARE  A  TIE  THIS 

time  for  Blooper  of  the  Week. 

On  Nov.  7,  The  New  York  Times 
corrected  the  ultimate  error,  admitting  that 
it  had  spelled  Arthur  Ochs  Sulzberger’s 
name  as  “Sulzburger.”  Even  more  traumatic, 
on  Nov.  9,  editors  at  The 
Spokesman-Review  in  Spokane, 

Wash.,  apologized  to  the  president 
of  Gonzaga  University,  asked  a  copy 
editor  to  resign,  and  appointed  a 
task  force  on  errors.  A  brief  story  in 
the  paper  had  announced  that  the 
Rev.  Robert  Spitzer,  president  of 
Gonzaga,  was  to  speak  at  a  local 
bookstore  promoting  his  book, 

“Healing  the  Culture.”  The  copy 
editor,  an  intern,  plugged  in  a 
temporary  filler  hed  that  never  got 
changed  and  ended  up  in  the  paper. 

The  hed:  “Nazi  priest  promotes  his 
book.”  —  Greg  Mitchell 


Claxton  (left)  and  Hurt  may 
have  already  saved  lives. 


years, 

21  people  have  died 
in  fires  that  occurred 
when  the  closest  fire 
station  was  closed  for 
the  day  or  defective 
trucks  responded. 
Hours  after  publica¬ 
tion  of  the  first  article, 
Detroit  Mayor  Dennis 
Archer  promised  “an 
open  checkbook”  to 
correct  the  wide¬ 
spread  problems. 

Claxton  said  that 
from  the  mayor  to  the 


You  can  help  by  calling 


S36-2SIB  1 


City  Council 
Mayor’s  Office 
Fire  Commissioner 


How  Detroit 
gets  hosed 
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TOP  AND  BOTTOM:  CLARENCE  TABB/tHE  DETROIT  NEWS 


■i 


Each  week,  Mark  Ivey  and  Elizabeth  Kemper  help  families  get 
the  most  out  of  their  computer  by  dissecting  computer  lingo 
into  plain  English.  They  provide  parents  with  a  guide  to  keep 
them 'up-to-date  on  the  Internet  and  their  home  computers. 
Ivey  and  Kemper  gre  NOT  computer  engineers — they’re 
experienced  technology  educators  and  professional 
communicators  who  advocate  shoulder-to-shoulder  family 
interaction  while  using  their  computer  for  education, 
entertainment  or  personal  growth.  ~ 


PC  Parents  is  a  great  fit  for  your  technology  or  family  pages. 
Here  are  a  few  topics  from  recent  columns: 

•  Cybersafety  Q  &  A  *  - 

•  Get  the  most  for  your  dollar  by  shopping  online 

•  Create  a  kid-friendly  computer  environment 
(without  breaking  the  bank) 

•  Stop  unwanted  e-mail  on  the  family  PC 

•  Manage  the  dangers  of  online  chat  rooms 

•  Save  time  with  digital  baby  announcements 

•  Top  sites  for  your  temperamental  teens 


trfbunp: 

MEDIA  SERVICES 

435  N.  Michigan  Ave.,  Suite  1500 

Chicago,  IL  60611 

www.tms.tribune.com 


Call  IMS  at  800-245-6536  for  rates  and  availability. 

Read  sample  columns  and  take  delivery  of  PC  Parents  at 
www.tms.tribune.com.  This  column  moves  on  Tuesday  for 
Friday  release. 
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Ethics  Comer 


IHE  OPH  OMEim 

Loose  lips  could  lead  to  expulsion  for  students  at  Northwestern 


They  push  through  a  turnstile,  flash  their  ID 
cards  at  the  four-person  security  force,  all  with  ear 
pieces,  and  slip  into  the  classroom.  The  plainclothes 
guards  remain  outside  to  keep  the  unregistered  away. 

It  is  6  p.m.  Thesday  at  the  James  L.  Allen  Center  of 
the  Kellogg  Graduate  School  of  Management  at  Northwestern 
University  in  Evanston,  Ill. 

Oprah  Winfrey,  perhaps  the  most  famous  face  in  America,  is 
ready  to  start  her  three-hour  class  in  “Dynamics  in  Leadership,” 
which  she  teaches  with  her  life  partner  Stedman  Graham. 

The  110  students  in  the  class  are  among  I  breakingthecode.  And  there  won’t  be.  The 


the  best  and  brightest  in  corporate  Amer¬ 
ica,  middle  to  upper  20-somethings  who 
know  how  to  keep  a  secret. 

And  they  have  pledged  to  do 
just  that.  The  guest  speakers 
are  the  rocket  scientists  of  me¬ 
dia,  money,  and  politics. 

In  alphabetical  order,  they 
included  Jeff  Bezos,  CEO  of 
Amazon.com;  Warren  Buffett; 

Katharine  Graham  of  The 
Washington  Post;  Robert  Iger, 
president  of  the  Walt  Disney 
Co.;  Coretta  Scott  King;  Henry 
Kissinger;  and  Barry  Schuler,  president  of 
America  Online  Interactive  Services. 

The  students  in  the  circular  classroom 
are  regaled  with  advice  and  anecdotes  a 
panting  public  would  kill  to  read  all 
about.  It  won’t  happen.  Students  suspect¬ 
ed  of  leaking  an  anecdote  can  be  hauled 
before  the  student-run  Honor  Court. 

If  found  guilty,  the  student  would  be 
kicked  out  of  class  and  perhaps  thrown 
out  of  school,  according  to  Brian  Poger, 
president  of  the  Kellogg  Graduate  Man¬ 
agement  Association. 

Call  it  Oprah  Omerta. 

This  is  Winfrey’s  second  year  at  North¬ 
western.  There  is  no  record  of  anyone 


Honor  Court  is  a  private  affair. 

I  Graham,  chairman  of  the  executive  com¬ 

mittee  of  the  Washington  Post 
Co.,  which  specializes  in  cover¬ 
ing,  and  uncovering,  political 
intrigue,  said  she  was  unaware 
her  talk  could  get  a  student  ex¬ 
pelled.  “It  does  seem  a  little 
harsh,”  she  said  in  a  telephone 
interview.  “Something  like  a 
ffeedom-of-the-press  thing.  On 
the  other  hand,  Oprah  Winfrey 
is  one  of  the  best-known  people 
in  the  world.  There  certainly 
should  be  some  controls.” 

Richard  Honack,  the  Kellogg  man  in 
charge  of  public  relations,  confirmed  all  of 
the  above.  Still,  one  has  to  ask:  has  any  stu¬ 
dent  been  caught  slipping  notes  to  a  re¬ 
porter?  “Kellogg  students  don’t  do  that,”  he 
said  quietly.  “No  one  is  forbidden  to  talk  to 
the  media,  but  they  can’t  divulge  any  de¬ 
tails.  It  is  not  uncommon  at  business 
schools.  I  equate  what  is  happening  in  that 
classroom  to  what  goes  on  at  a  meeting  of 
an  editorial  board.”  He  noted  with  pride 
that  none  of  the  200  or  so  stories  written 
about  the  class  have  said  anything  more  re¬ 
vealing  than  how  wonderful  things  are  in 
Oprah’s  class  and  how  hard  she  works 


marking  papers.  Scoopless  in  America. 

The  budding  journalists  at  Northwest¬ 
ern’s  undergraduate  newspaper  have  tried 
repeatedly  to  penetrate  the  Northwestem- 
Oprah  Iron  Curtain.  They  are  appalled  that 
the  Kellogg  graduate  students  are  kept  free- 
speech  prisoners.  “I  don’t  think  that  any 
university  should  be  able  to  control  what  a 
student  can  say,”  said  Ericka  Mellon,  the 
campus  editor  of  The  Daily  Northwestern. 

Mellon  recently  sent  one  of  her  journal¬ 
ists,  Ryan  Rotner,  to  the  Allen  Center  to 
persuade  one  of  the  Oprah  110  to  open  up. 
He  never  got  past  the  security  detail.  Build¬ 
ing  sources  say  Rotner  was  rebuffed,  in 
part,  because  he  showed  up  at  the  building 
in  sandals,  sans  jacket  and  tie. 

“The  security  guys  acted  like  the  Secret 
Service,”  said  Rotner,  a  sophomore  whose 
First  Amendment  classes  hardly  prepared 
him  for  the  real  world  of  Northwestern. 
“They  wouldn’t  even  let  me  stay  in  the  lob¬ 
by.  Most  lecture  halls,  you  can  just  walk  in.” 

Mark  Goodman,  executive  director  of  the 
Student  Press  Law  Center,  a  Washington- 
area  nonprofit  organization  that  protects 
student  speech  and  press  rights,  handles 
thousands  of  First  Amendment  cases. 
Stumping  him  wasn’t  easy.  Until  now. 

“I’ve  never  heard  of  anything  like  that 
before,”  he  said.  “It  would  be  hard  to 
imagine  that  if  a  student  chose  to  talk  they 
would  punish  them.”  Then  he  realizes  he’s 
talking  about  Northwestern,  the  most  Ivy 
of  Midwestern  universities.  Where  under¬ 
graduate  journalism  students  uncovered 
evidence  that  freed  Death  Row  inmates 
whose  constitutional  rights  were  crushed 
by  a  police  code  of  silence. 

“I  can’t  imagine  classes  like  that  at  a  place 
like  Northwestern,”  Goodman  said.  “That 
would  affect  the  rights  of  students  in  that 
particular  class,  and  inevitably  in  the  whole 
student  press.” 

Audrey  Pass,  senior  publicist  for  Harpo 
Productions  Inc.,  Oprah’s  TV  company,  said 
at  first  the  class  was  being  kept  off  the 
record  because  the  students  wanted  to  dis¬ 
cuss  their  personal  problems  in  relative  pri¬ 
vacy.  WTien  it  became  app2U'ent  several  days 
later  that  the  students  could  land  in  Honor 
Court  hell  for  talking  about  the  guest 
speakers,  she  returned  with  a  firm  state¬ 
ment:  “We  have  no  further  comment  re¬ 
garding  this  story.”  Another  lesson  in 
talk-show  democracy.  [D 
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OUT  OF  THIS  WORLD 

OPEN  TO  ALL  NEWSPAPER  . 
TECHNOLOGY  PROFESSIONALS 

www.nao.org/confe'rences/superZOOl 
(703)  902-1880 


TECHNOLOGV 

CONFEHENCE 


On  The  Subject  Of  Chasing  Leads. 


Web-based  RFPs  for  Print,  and  a  whole  new  universe  of  qualified  buyers.  The  best  lead  is  one  you  don’t  have  to  chase. 
OneMediaPlace  has  turned  this  idea  into  reality,  with  the  first  fully  functional  media  e-marketplace  that  brings  in  leads  you’ve  never 
identified,  buyers  you’ve  never  solicited.  It  is  a  direct  pipeline  between  you  and  an  unprecedented  number  of  qualified  buyers,  with 
web-based  Requests  For  Proposal  and  Media  Stores  that  allow  you  to  post  unique  avails,  special  inventory  and  cross-media  packages 
right  on  the  Internet.  It  is  an  entirely  new  extension  of  your  sales  efforts,  access  to  more  leads  than  ever  through  the  efficiency  and 
reach  of  the  Internet.  A  welcome  redefinition  of  the  chase.  1  877  4  AD  BUYS 


The  media  e-marketplace  that  works  today. 

www.oneinediaplace.com 


ONE 

MEDIA 

PLACE 
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